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72 J^LSJI Jp Zjp IU\ J,1 ^1 ul^J 2-2 

73 ^ JLp SjJjil UJI 3-2 

74 .U^-IjJI jt 4Jj4-l *lJI jlaLl U£JI Ujj-J! ^Jl 4-2 
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193 U Uji^l oIjUpVI j i^li^Jl jLJI ^U>. 2-6 

229 t3j~U V^. cAs&&\ 1-7 
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p^Jl J-i£ JJ oLJadl J jl oUiill jt 

^S^j 4_Sjjlaj LA gjjOlj cU jroc-J j^Ip ^ j n}j+J\ oLpjj oU-U- j 

£pJ| J-J^ j JUP^I oLk. ,JLutj tfUjj 4jU-U- ^ LjljLfct 

j^-! tiJUl yl/S c JL^p^l LuLJa> 4^-1 y jjJl ^Jbdi j^pI J ^j^> cJUap- 
S j^Jbr bUul JLrf-t ^^Jf f J^-t SUij il^- ^^JUJi j! oUiai ol^iu 

u- 5 ^ 1 ^' Jij— ^L*^r)M jjj^dlj d^jJ-l JjjJI ^Jii 

Uli^Jij SLM J ^Uj c^^j^OJ ^U^jj UjJl ^ 
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— iuaiil 

Jl ^U) JL*i JSLt-, <3JL^ — LI Jlj^ll ^ J^UiiJ i-*JJ oUJl JL-)/i j 

^ oydl f Ujj d ^Ul c iU J>U <y JI^JI jlyJl M2I <Ju* JJj 
.^1 ^Jl dii^il il^L, Jlp s^jll J*! ^1 SJ^ ^1 cift J^U 

SJL-iOJL-l ^JuJi ^^J* J^l SJUJbL-l jJuJl ji^tJ uU ciydl f .1-^ 

^Jp o^l ^ «^>- oUjlJ-I j,^- cJjb: oWI 5^1 
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iJ ydlj ^j-wJ JILLS' 4i|jLtotj ^JjjJl c cJjL; jJLp 3j^U-I oJb- jji 

.aJjj-JI ikJD^/l £4Jj^l V*-*tj fjfzjjfo j^Lp jJLp 

£j^> y tljJb-t O^J U ^ ^yp y cJjb JLft3 o j^-^/ij jJLp iJUil oJb- jjl J 

oLJiiJJ JSLJi IJUij oli" jJLU cJ JG^I otfLi ^Sl^ J^U ^ ^USj 

l_Aj£J| !i_A of 6>L-T t^lj^ oNU- j 4JuuL Ig^pjj ii^cuj Ua^wo 
»I>p$I LsJLU SJUUJI .Ijj iLoUJl J UjlpL^J oU ^ 

bJL^j p-b! J Uiij JJ 0 j-^J Ot JUuj -ail hlf}\ Jj 

Sllj cJj^iJI U^JI fljfll ,1 ^J! ^jJ |JIa Ol uirb tvJWl 

2009 0^1 /OUp 
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Introduction To Marketing 



3 4.1 <1 4 

2UxuL^Vl /4jjj&£>J| (3j^mUI p^Alrt 4 



Introduction ^aa^a 1-1 

J>cu-J jpl jjdl o^Ul Jb-t Idlj j Marketing JUj 

tjj jnilt ( ^ j j n a 2-1 

aJL^>5 jJadl J Jjj~di Lgj ^jii^- jJI o j^Si\ w^ll 

ij>L^JI JjjJt ^ jujuJI ^ UUil olS ^Jl ^ JbJbJi ^LgJ 
J jj^ ^j^-j l^t-^' ,y ,y (^jJLj 

it dJUi ^ .£Jl ... Jjj-J j-* MyUI jt Jij^J ^ oU^I jt cjjj^J 
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, ^jVt 5j^{ 

" j 1960 f U J (AMA) W ji^il JJ ^ f jlAI ^ydl 

^jl^Jl dUL^iJil Jj gdll ,y oUj-LIj jiJi jijtf a^-j; jd\ jLj>^i <kiJl ( ^r- 

fj^i* JL-^ J--^ iais ^biNl JOu !Xj J»j-A\ iLUI jt JU 

(AM A) Jjj^— d! LXj^^S A-^^-JLi c-oLc4 1985 ^L* Jj 'Jdj — =H 

^ ^ i! (3) " oLJidlj j| jj^ll jJl JjLJI oLL^ jiU- 

^L^L^ jlu*, <iJL«2JLI Jl^l U jj J 1 ^ ^ JJ L. .1 

aJKJ! / 4JI>j*dl Jl^l u^U^- tJ>Jlj ^Ukj p^sUjj 

^VJJ ys > iH'j - ^ 4 cM l cr+» 

olj— ^11 W> £- r^- Lwij-" :oLjcdl ^ <U^ .2 

.JUill 

.jJI ...iL-^Jtj AiUaJI pjjtf, 
Jij^J! lJ-j^J (AMA) Ji^-dJ <X jA*i\ owJrl coUl 2003 f U Jj 

J^Lpi ^ oUjuM j ^LJij jLStfl tgjjjj cj«uJj t^uSS oNU 

(4) Uai ^Ijl*! kJL^ L^jLt ^ cJiLJ oLJL^ 

4 SU > t _ r K r Lfc ,( Jjj^jJ! Stanton and Ferrell 

gxs oUo^-j ^Lv, j-jJ^j jhjjJj V 1 ^ r-^-J , ' JU *' 1 ' , 



C *) AMA; American Marketing Association 
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0 j-& U:j JJJ....-JJ U^pj oUjydl oJU Ji* Pride and Ferrel ^jj 
.oUj*L.| oLJa^ Jj j^jJU iblil j^p oUadi J Jbrl _hj oJb£ jjj^dl 

(jUaj Jl-jJL^ Ly^yfl j cL-**r j^-aJL La jvP j oLaj^cJl oJU ^wij .2 

J j*l5 li! iiJbkl! AdxJL)! j Jjj*d! ol jl jj jl oLLjxJl 0 Ju> ^ ^1 j^i .3 
Uuyd\ Pride & Ferrell JJii obL&( ^ U Jj 

pjJUS ^ dJUS j Lio J J^UJI oli!>U 

<6) UjwuJj U gsjjj^lj Lpjjyj jl&^/lj oUaiMj 
(5^jJ jdl ikiJ^/l Ip " <j1 ^ Jjj^lI! Park and Zaltma o yuj 
i£_jjJLllj j^Jlj oL_Pxld] jjjjajj i^Jo ^1 j . J^Lxil oUL^p J^a^- 
oLLJlj Q ^ lfr^JJ oLp jj ^wibll ^bj^Vi j Suuldl ^w^" US' 

^LJ} i»LtJ " j_js> j k...^> p gac Jjj^jJI Philip Kotler Liyu I j 

U*l£^J ifijZL* l*y>£ " ^ SjU Ajl Jij^Jl (9) ,>lJJlj .j^jij Oj*JJ 

jl) u^L^J! o^U^ii Jl gsll <y j jJuJl jia^ jJbc; ^1 <kJU</l ^ 
j^Upj a-LUoj ^"U-U. jViJ JJ ^U! JXJLJL (o^lwaJI 
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— ■ (JjiMj^jlS 

Sp-LaSo <-*JaJJ t-ilJLfcl JJL£ J,J cpjd 1 I jjJi y k^tsjj i^ljitj 
£»^Jj tpU^V! jUoj^l j ^Ui^Vi f jUfcll Ji^j 1IJU3 j 

^ .A :» jJlj tL^j> J^L£JI jjj- *jjj*J>j LiSl^jJi iJ^u j .2 

t jryw-Jl ij^' tujLUxll cALjdl toUodl jj^kfj luki 

j_Jb£ J^U- ^ LJUi j l*iU4 Jlp Uadl JLpL-, Jj^I .3 
J c.U^JI Ujj >-^b *UJI JULj J^l v-iii c^ 1 

tU«l<o> U*** J^l (1-1) JXUI Jicj Jij~dJ ;UUi>-Vi iJjjJLl .4 
<JLpj Oyj^lj <juj^l J Ji*S ^b 1^ ^ ^ S-JjN ^>^b 

.ibJ\ u£i s j-auii y^i cX^ 1 ©jib t( J^ 1 
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Social and cultural Variables 



Economic Variables 




Marketing Mix 



Producers j 



Political and Legal 
Variables 



Technological 
Variables 



.42^ yJJ 
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. — - — - — - — — ^yvtsojwjjt 

: 2LuujLluVI / 5U^jfc£>J! fJJ£ll~i.)\ ^JL&LaA 3-1 

jjL«Jj Jj-^ ^S"U! iiLJl aJjj^zJI i^JjjLcJI jt-w* y S^LjJj 

•l^J h.j^j^J 4^ Lai L$jL Ul y 
:Needs obrUI :^ jl 

'LL*L\ Jj 4_^! (.jlpj yj}\ j j^l J U> jtf L^Jjj f JLp lib- J 

JOJ->- ol_>-U- j « ^ 7 ' .SJL2^j 4p SJjJLp jLJ)/! ol>l>- (1)1 

.[2-l]JSliJl 

jLjyt cr* jlJjJ oU-Lli oj^j v ^tJi ^jlli c^Jii c jstiu j^-j 
.U jj v yJib oiUij ^iiij r uyi j| 6UNi 

" -VI L^U .» cL^ Jj^ll LJ^iJI oWU-i viii^l 
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p j_a 4_J J 2_5J (2-1) JSUI J ^w^lj U5 :olJLll JJL£ ol>l> .5 

<lJ13 Ot t^j-d ^ <j-*^ ^ J^r ul d%uii 

ji^ ^\ ^iuJlj Rolse Rice jU SjL, d^b.| J^U «>• 0 j& 

.&j>-\ v^J J -CIS 

ojUJ *>-U-l oJl* Ju^ ol .2 

.^JLkJi J IJ> J\ ^Aj £ j>-\ jy\ JtS> JUX*j 11* J 

Wants oLp^I :UU 

orU ycJLj ^Ul ^^Jjli o >JI jl :> >JI yj t/ *£J ^1 fcJ! 

IJ_aj ^ Jtjj^U- jt JJtAi J^JiiU Jjl^ UJ fji r \ i^U- ^JLj g^JLl 

.Jj-ji-l oJb-lj 4>-\j- oLpj Lgj^ eJLfej ...dLw 

U-U-l oLi jJI ^ oU-U-l 01 coUU-l ^ 
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» . JjVtSjL*.^! 

Demand cJUaJI :fejU 
♦ 

jju£ ^jJJ 3ijA5t j^p oLp j L^tf ^jJl) ^Ul* 
£wa_j fl jJLJI J i-^ J\ (Jill) Purchasing Power A jjj] SjjUJl y jXJ 
jt oJL* ^ ^IjJ^l v-J^ ^ 5jjJLiaii L*£Jf y> wJJJU U£aj ciJLb tLULfc 
IJL^j (J y~-^\ f—fc I—* j-^t J^J -Oy^ j^-^j ^V^ 5 SJU d!A>- <Lj**/J ^aJbi- 
jftilfuil ^o^i ^ J "Purchasing Power" 4J| lyi\ y> <qJ> $\ 

^jJ {jSj !> li| IJL* JL-vAj V JJ ^j-53j SjJL_Oj oU jj SJu>-Ij oU-U- ^jJl) 

jj^l j f j_>JU! JjL^j Ijljt ^ f <Ji £>LJ)fl 

j! 4J^3 diiS JJ^ -LSI ^1 Jujlll ojjUJI 4jJ y ^ <l IS1 j&j i^UJIj 




(2-i) J£i 

Source Pride M. William. Ferrel , O.C. (2000) Marketing Concepts and 
Strategies. Houghton Mifflin Company Boston. N.Y. P.203 
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JfrJfruiDI '4- <U 1 n i 

iProducts ol^dll :Uj1j 
cjJbr- ^ jJu (j j^JL! <u^p pi> " ^1 <ul "Product" gdil lJjju 
(I2) ."o^ ^jj ^rU- il^-^l jt flo^Vl jt ul^NI jt uUJNl 
jL^b Oj^jii J^lj C^U!) JUljill y> oUrwJJ Oi^Jil j 

L^iUJ^ I ^15 ^1 Jl j^l JiUL. osiy ^ J^it ^ jijj ^1 oUsil dU; 

jt ijjjJI j! ^-oUIj ^L-j^I L^jJl_j ioU ol^ ^ j Goods :^JLJ! ,1 

.£» ...oUUI 

^Jli jl a_JU ^jLj^ ^oU j^p oL^Two ;Services oUJiM 

J j*J! J UoU oljj^u jl oUJl3 jl ^aUo rldeas jl&^/l 

Philip Kotler lJL^I JLas oLo J Jjj^JI ^ U Jaii !Ju ^ j 

People 5 | ^| _ 

Places ^U^l - 

Organizations o Uki l - 
Processes oLU*Jl /ikJL^I - 

Events £i!Jb-^i - 

Properties ol£bJI - 

Information oUjJUll - 
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Exchange cbLJI :L^l>- 

Self Production ^IJJI ^fc^l .1 
:Coercion el ^jJL-t .2 

Begging +\&*cSi\ o ^L.t .3 

'.Exchange JaUJi <-j .4 
<\Jhs>\ J^- ^ fL*J* ^^JLp J y*-±-\ *-l£c y«JL> ^ All { _ / aAJJli 

J^LJU (Give to Get) J^JI J ^-L-ty Df M Uj^ ^ j*^" 

o >U i-JL **s» 15> i>A tf^'j U ^ ^ ^ ^ c^'V 
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JiUI aJU^ (3-D J£l)i ^ 



A 



(3-1) J<Ci 

Marketing Eras Jj^uiIJI j^iaj 4-1 

The Production Concept f^ill flL^i :Sljt 

fl_p J aU_£JI uiJ jJL_^ LJ J^ jJL^JI ^yliJl 0 jiJl .k*ljl J ^UJlj Ljjjt 

SJLp- JlI oJla ^^Ua^ jjjl ;y>j ^ 1 929 

.^.1 H 

■ illl|7„AI 
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— ^jVISu^yi 

.Si jl LJidl iUJU* ^l^l Sibjj gldjll *JJl£ 
4.JU- ^1 oJla *Lot Seller's Market oyt\j (j Jj4& f ^ J^HJ 

J_*J j cL^bjj I j^l kr A jJI ^Jl J I y oLoi' ^ l^>^11 ^Uai^l Jii 

Henry Ford 3_*£jy^l oljL^JI JJlj y> j» j^iil IIa ^ J-^ait 

The Product Concept ^db ikjjll JLI :U15 

oL^JLi LjL^J SijjlaJ Oj^^Uvu u^i^-il (1)1 (jr^ p-^ p-J^ f #aa jJ*j 
t<U.ftu Jui-I gdl <^t c^all SJLp- j J jjUil 0*^-1 y-JI olS 

:iU- ^11 alto 

M s ^ J y-JI uy. <*rt*Jl ^tWl uu Jajjjj y-Jlj o^jJ-L ^ .3 

The Selling Concept ^1 iUy 
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LiUll ^jJ-l J-*j U'^j j^JI oLLp j ^Jbv ^131 j^kJij 
gLJl ^ ^ iJuJ u«5U! cjj^ SjjbLfe >UbM Jl dUi j . f 1945 SJbll 

^ y_£jr ^yvoSt J-i^j oUril ^j^d vcJI ^jill jjSJiJl .1 

,oUJLI 

.jT^jN! y« ,j^5UJI ^Jbj^aj ^Js> yS Ji\ .2 

^ U .5 

The Marketing Concept Ju f ^1 iU ^ :Lul j 
iJ^lij Ellis' ^JlpL ^ji-^il J^i>d Uadl 4t^jj ( l j i £L$^-Al) ojl^uJlI 

.(4-1) J5JL1I cbU^ j^lj 
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Ends 


Mean 


Focus 


Starting Point 













Selling & 


Exiting Products 


Factory 


Promotion 






Profits through 






sales volume 











Selling Era ^» 


Profits through 
customer satisfaction 


Integrated 
Marketing 


Customer 
Needs 


Market 




Marketing Era. Jjj~-JI y» 



(4-1) J^. 



Source: Philip Kotler and Gray Armstrong (2001)- Principles of Marketing, Ninth 
Edition, P 19. 
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.<yuJ! f>f ai j JbM y> US' £>jjJlj ^Jl 
Jt>L^- ^ dLb j ^JaJil £jl>- LfL^ lUalil otjb Jjj-^JI aJU- y J 

li^JI 4^LJI J9.I Jll j ^ULI Lj^ tOutside - In J^IjJI JJ £jUM ^ Ijljc 
0-^ Lc ^LJjj c-Ufldl |P U Inside - Out gjlil JJ JsMjJI y 5^53 

s? 5j > ^jJI fj-^ill Op (4-1) J^JUI Uio c^J^xJlI JfUjJ! U 

:jl yt ^ Laj Integrated marketing J^liHi Jjj^dl 0 
oL^jj oL>U- ^L-J^N 4-Jadl Oh J-^ J~-^ 

tLJlil SjSIjJI t^jJLJl ^ jljJI 0 jJh iJjj^jJ! syb c^bj syb l*J Udii 
oU-U- ^pJD L5 ^>- Jj^mjJI 0 ybj ylj jJl oJLft <ju (j^-^j ^JULa (1)1 i^rt^ 
J,[ 0 j_£aJI J_iJj uj-jw (ij-v- 5_j>-U- ^ jjU Jj^jJI 5 yiJi oL^jj 

j-Ji oju^j U ^ y>-^\ yljJillj Jjj— syb J~~^b 
Marketing Mix ^j^jJI gjil «i-j>- .UL>«i! 
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— — tPjVlSjL^l 

- Jij-Jl ~ Product Plan jydl luk2 . 1 

^UjJl - d^y\ - Promotion Mix ^jjdl g^ll .2 

aj>JlJI - oUjp^iLl - Price jyu^JI .3 

jjilil jJ>j ^lll - Place gj^l .4 

^Lj L^uj ^ Ujj^jJI UaJLj^l ju J,1£J1 .2 

Ltf J) oL&JU JU-1 y> US' Ji^JL 
:The Societal Marketing Concept ^Ls^l Jjj-sJI aJU- ^ :U*l> 
J_wJi ^ ^Jd! ^jb)fl ^ jsJf Ail ^LVtf 1 J^l (l5) Kolter ui y> 

jt j^JLp iaiL£ outlay ijyJhll <i ^ U*lij S^U& Jtl oUU^I J-i^d 
(5-1) J5LtJI J o^ a_Jj jjU r> «AI II* o-^dj 
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Society 

JULirl LaIjj JSA / \ (Human Welfare) 




Consumers _ " , 

(Need and Wants satisfaction) Company (Profitability) 

(5-1) JSCMI 

,21 ^ jiUl J.\ : jjuall 

. J^l <JL> ^1 jJU* j J^M 

•uJU-l Oi^a^il / jJbjJI Jj> ibiUl j ^ ^Slj ^ J^l 

^ JL^ c^J ;UJl5 ^ o!y^> f Ub ^1 dUi ili^M j 
a-aIp 4ajJL>- jI ^jUJI jJLa^/I dJLJI JJ ^ sUuil jj^p f-LtJl t J jJLJl£J| 

:_j 4aLo> 3jtb£ LUai J j>- jjJU ^U^-Vl Jjj^JI j 
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^jVI5jL>yi 

• OjJbJl ^Jlp j 4iJl < _ J L> <]ajlil - Environment &JI .1 
- Consumerism dU^i^I! 4_£^ .2 

.^l^JI J Jj^l (JLp ^ >JJ 5jjLj^> ^ y y y : £j^Jl .3 

:Green Marketing j-^-^l 

Green Marketing j-^-^/l Jjj^JIj J/j U ^fe ^U^-Vl Jjj^JI t>w>j 
^jjdl JjJlju J^JLj (jJ! oltLLJ! ol ^-^-^1 Jej^Ji Micheal <J yuj 

4_liaj o^U: ^ 4* jL^la fj j>UlaJI ^jJL55 tf> jj}\jjjSU ^y -1 

.(1991)6jjj^l 

.(1991) y-J! J uiijaJl 

Marketing Ethics Jj^JLI f ^1 :LoL# 

jej^jdJ ^L^Nlj L^pU^VI IJj>~-JJ Libkil v-Jl^i ^ 

Ujj^JI LJLaJJ o^jt^l oLJ^U-tj oli^L Jt AiL^l cjJ^j L,jL^ 
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oUaU ^ Ijdl (JJU J^Jj j» j^iil .LSjj^I ^pj Lij^Jl l^j UjUj L^AJli 
^j-^vLjI J-j>- <3ydU .Oi>j IS} o jl j^l cAjIj to y~st tAjli^?! c £T^ 

Marketing Myopia ^2j^LJI jJ^UI ^uaa Sj^Ub 5-1 

jt t j-SCc Li[j J^**JI ^>t_j JJ JUJi^Jl IJla i^jL*^! ^ L$jUw» j^Jj 

.L^JlP l^UJI i jb)M ^j^r j Ji^J Jb-lj j J c^L^S/l a la Jjc£ 

^ l^iJ J cJJLJ oLMl ^ I jjii" dJUb* jl Ji^l ^ j 

oUiidl aJU JjLa aJU- ^j^JLI jl j^SCcj .ca3 j^L iJL^« jjiS'j j^Jl ^ !>U> 

.(Marketing Myopia) Jl j^zh hLa* Lgjl 

.5 oJu ^ J J-Ul o^j 

U\j ol >Ulj ol ^5QJ| coUUl toljLJI Jl- ^t J5L,^ c*~it 
^JLJ jt j cJULi AjJUjJ-i dKJI ol5 ^ jt Jl Sf jt ^^Jl grji 
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— JjVISjl^I 

kJ^. J If J ^rJj AjJbjJLl JiSJl JU J J^; L^t L^l diiij 

iplwaJl ojLa j->^ JJ ^>-jj jt ( ^SCc lijj L^pL> J L^o &}L*J| ^pL^JI 
J^u L$jt c.-.k Juli tAitU- 4ij^k> aJuJi^j cl^Ju-P SjuJ? lj JLp «J yd! J 

J 4_JLaU JJ L$j IJb~ If JbJL^j jJcva^S" jjjjiJcJl JJ Ifr^ CJ15 La ^aj 

jJj-^Ij cCD ijiXJM Jil ^a Lo JbJLj v^lj 5JLJI 
Uub-jij oisLJi j Lb ^ \jj dULA jt uu* jjp>-^> j^JI jl iLaXP^I .1 

* _ 

Marketing Opportunities and Marketing Mix: 

J_U ^ tUij^Jl ikiibU SjUj ^ ! J^- cS^ 1 Marketing Mix 
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♦.Marketing Mix ^aj^uuXS g->}±\ >u»IIa 1-6-1 

oL*pj 5_LU1 L^i <w-p j5 c j_!i <jU*i_^NI pjJUid Ipry. ^^--U (» jij ^Ij IfJiP 
L^t SI (4Fs) — ; t-Jyu v^j oIp £jt J oJub o^J (18) "(ij-Jl 

: ^ J 5 

.Price j^Jl - .Product gill - 
.Promotion £L?>i!j - .Place - 

4P's ^JJ dJUJJj i^ujl U^JLp j P Jij^ ^pbJl oJU J5 tjiJ il 
eJLfcj (6-1) J£JL_)I J j-* ^ j-^l^JI oJU jy> j*e^> J£) o^- 

.iolil ^JLJl j^>Up 4^jj^/1 

j-^Lp A*^*> UiJLp jcj-^aJ ^ j^p't* AitAj <iLs^} JLai oUjl>JL) U! 

. Providers £*jgM | ^>jl3^ j! People ^Ul - 
Physical Evidence ^alil JJjJl jl Physical Environment &JI - 

.Processes 1*jgM ^jlS; oULp - 

:Product .! 

^_^L» jjjj ljLIaj j JJ l^j^ aj^UI jJLJl! 4^J1jj .<j^l$zJJ oLp jJ 

4-^.^.5 j L^>IJL>«X-«j! Aii^ipj l^j jjj A*-LJ| CjL> j5l*j CjULjj (.oJ^jT AjjLC j! 
4jU*J| JJU £_Jl JUu jiJJi; ^1 oUjlitl JLp gdtl J^JL) US' .^Jl ... Igbfl^ 

.LSp-M ^uaJjJl IJLfc J jJ! ^x^j olw obja j»j fjJ-lj *-ii31j jUSj 
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:Price j-ou«i)l .^j 
L^j\i jujl£ j-* jru»uv_J1 i^L^_> 4_5l^d! JL^I £^ j+aL*]\ iJLfe p..s>u 
t^ijULI 4_^>jJI sjIIj ^jJI toU- j^-witj oU j-^ailj coUciuli 

:Promotion gijj^l jr 

^LJLj gull f-1 j-J. j^-Ip (*-^*"J tOii^^l u^Ls^ll uhJ^ j' il^U^^ 
IlJLJj t personal selling ..^JJl £-~JI ^Advertising otA^I p-Al 
.U^V j^2^}\ IAa J ^^xJl Publicity yJl tSales Promotion oluil 

:Place 01511 

oL£ll j gull jrjjjj L*UM JUp^! j ikU^l S*U& ^^jJI IJla jLcjj 
<pj^ jf 45>dl j! UJL| jL£ jl ^ ^1 ti\ ySj ( ^Ul jJ> j jA\±\) 

Ijl-ft <JL*pI y*— ^> iJjUilj JiJl <kJtjl J>-JC> ^ p- 4 ^ 

.^ILI ^ejyil Physical Distribution c^i&l J LgJLp jliajj ^^aixJl 

l^j U^N £^ JSLL 
^ i*SUJl Si^bJl j kjd-l j^JLi. J^Jj ^Ul • 
£_> >l J^-b oUJjDI 4 S,U*)ll u^Lrtfl ijj&Jdl J*JLJj JLollI UJI • 

.<J|JU! oUI >>-^Ij oULJl J^ij kJil-l fy^Xti ll*s- • 

tMarketing Opportunities ^jnjjniitl ^j^JI 2-6-1 
Vj j^jJI ^ j-Ail juj^ ^^Ap ojjOJI I^jjJ j j& jt J[ ^cJ- 01 
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^jVISjo^I 

Jt>U^ LL^I oL^Jl JL^Vl ^^ju jjjJc, fJ Jb" ol JbV JbJlj 

^3 j^illj o^lUj hj±J\ V yJ! 3jl j oUSC)! MlH* j& 
IS U 0 J -A\ J-^Lcii oLhJI JL_^I gjt dUl> ol Mc Carthy ^o*- jiS j 
' U5 Product / Market Matrix . (19) j^JI / gxdl 



. (7-1) JS^Jlji^lj^ 



Product ^jUxil 


Markets 




Existing Products 


SJLjJLp- oUlI^ 

New Products 


Existing Market 


Market Penetration 


gill 1^3 / jijhj 
Product Development 


5JbJL>- Jlj-i! 

New Market 


Market Development 


Diversification 



(7-1) JO 



Source: McCarthy E. Jerome, William D. Perreault (2000),Essentials of Marketing, 
8th Ealition, 7 RWIN p.55. 

Market Penetration Jj*Jl Jlj^-i .1 

oj^tj LfiSi^i J^- js* 1 uai cr^ *l 

:Market Development J ^Jl jijfa . V 

gull Lr i^ ! SJUvbr Jl^-l J ^ i^ljL-^l oJ -* J ^ 
Sjl^ Jlj— t jt oUlhi Jj^o J^U- ^ dll* jt J*btf oj^ yJU-l 
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! Li ^ Jt>U <y jJJl obu^ o:>bjl JUUj ILoIS* jiUJl Jj^ 

:Product Development JUJS ^jjkL^ 

otf ^ JjUi JLi S^Ui JU-I O j~Jl ^ gdl JjJI*J U 4^11 JjU 
JLJ^j LJLU (jl j-^^/l ^-iJ ^uU oJu^>- oLS^ jt Sj^JI jyj j^LtJI 

.4JU-I J! u-^J Jb-ij oT J ^Jjj j^Li vli)S 
'.Diversification 

S^-jJj*- (3lj_^»t <Jj_>0 Jt>^>- {y> LgJbw» ^j>x^- ^ Jbjj <jl ^ j-SJ! J jL^ La* j 

(jj^ni^tLj j*l fllfti^i UjL_uj| 7-1 

c^V ikiAU jit oLMI i^L- . 1 

url* oLJai ^ ^L^ coL^-ii J LJU^iJ Ijut JU JS^ 

li-ftj < k *J^l JJ (^Uj^- J A^o j&>-) JtJjU 4iiU oUixL* jl 

^L^s .oLJidl aJLft J (jJUUJJ J-^jJI ^ jujjJ! j6 y JJ 
OjUdl i-OW! j^flJj »-fl-.U:Hj 4J^dl j oL*jd! jjj-laSj . Jjj^JI 

-:vrjlilj XJWjJI 

oUrL- ^L_-iJ Jl ^ijj Ha j j^l j pUJI j L£j\ J iilw. i*UJI l^lJUbt 
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w.L— Jl ^U^l ^IjJbU ^jiJJ fjjj di^xwJJ ^U^llj 
p-LSjjMI J ^LJ ^bJUj v jJl U;L>- JA^Jj j ^aJ 

il J* bs jU3 ji^JI Uj* ol :UJI>.I ^ -jr iiUfS-J j,^! <JJl£ -4 
**1~J» ^^^^ <-«Jifi gUiji ^ 

^> dli^Jl! 4iij jLp <y 7.50 Jl <JyJ\ J Ujydl ooil j\ 
LJlS JjU l)1 v?J Jrtl J^i V,^JI 
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(3^J ntTtl i nMfoj 8-1 

y^J\ <y 7.50 Jl jS Jij^J! ^aJl& ILL- U/S US' 

: (20) McCarthy JLftl ciSlii jil 

.Uj^UI oUa^-Ij ^JuJI jt-jjijj i^Jl J^Jj *| jjJl .1 

.UpjJIj o^Vlj t/ sA^JLll ^Jlj J^j ^Jl UJ^j .2 

J_i ^6 p\ a_Jl^p J^-j (-1^- l^up u^vm?- ^LJl < J l:.^j A^Jij .5 

t ^Lj)U oL^s^lj ^plll j JUI ^jUI ^jUS J^JtJ SI : Ji>*ill <iJ*j .6 
Jj^jJI oL^ljjJ iUi^l r jh Lju* 01 SJ >U-1I J*^ j -7 

J*>L>- cj\—& jJuJ.1 I Ji>^' frljJUj ;oU jJUl! (jylj iiJ^j .8 
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j^ai ^Ji ^ui 9-1 

«» 

^ ^Ijjl LJ- JXy Jl ^jj, jjj~dl 2 ^5bj ^yb ^L^-l ol 
^LiJ Jlp ^dl SjW ^ Utility oudl j .Economic Utility S^Ui^l ^Lil 
"Satisfaction" ^LiVI Jj. tpjj wil ^1 !Ia j Jo^JLg^il oli jj oU-U- 
U. I^KJLJ jJI £IA\ j^Su (8-1) j£jJI j .^2^1 J^JI J 



Form Utility 



Task Utility 



Time Utility 




Place Utility 



Possession Utility 



(8-1) J£iJl 

Source- William D. Perreault, Jr. E.Jerome McCarthy 2000 - Essentials of Marketing • 
A global Approach IRWIN - 8th Edition - P6. 
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^Jjb l^JUS ^LuJU ^Ijjl ^ULa Op 8-1 ^ LS 

: Form Utility U£iJi <*}d\ .1 
^iU. ^LJ| JU- J j^A ^yx^tJ ^^J) V»jl5j ^1 Uidl ^ j 
dLJS JLt-j jJdl <_olil £-LJI J SjJb L$jpj; LLkj ^ jJU 

rTask Utility ^-1 j}\ hJd\ <*jL- .2 

j-A OaJliM j»JLi- (jl ij o 4j\i ££> jyvj pJlia L^pjj 4jLkj 

.yui j v j;uji obut^-Ni j yai ^>d! jh-j ^ ^ 

:Time Utility iJUjJl i^iil J 

: Place Utility IJlSlI hJd\ .2 

L^s ^1 j SjU-l &kll J Jib 

:Possession Utility 4jJLM oudl .3 
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_ . j/vtsa^i 

Criticism of Marketing Jj^uOJI ^LJ u*bL2jj¥l 10-1 

.J^il ii%~-JJ JXijj ^J>- t^jj JS^. ^1 05U>fl 01 .1 

.i^U-^l J S_^>i« 3L*£ ^—Jj C-xJ ijCji jt .2 

^ viU. f -..,. Jl Li ^-J oUi. ^ Ju> >4 jjj-dl .4 

.^...lj^i oij^b 

<L- JLIi g5bJ b jfc. Jij Vi>^l M**JI ^ i - iLil 7 
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Case Study 

A Different Kind of Company - A different kind of Car*. 
GM aSj_Ji oj^J 4-JLLJI olS" ^jUI oLu* SjL^ ^ ol SJlp jl>u 

ol jLJl JiyJj £&>U JWl tj >J| UOU- y oJbJL^- A^JL, pJLJI 

J*>L^ v,_a o-* ojL_^ t yM £y y aS* jJ." jljui £ j> j^iJL oIjuj 

eJ_A ^ GM cJk>- oJii>l IJu JJb*iJ Saturn Corporation jj^U aS" jt> 
aJ j lu!jL_^ J JU-I y> L5 GM aS" jJLJ ^-*J ^^Jj a£ jLr j a1Jc~* a£ ^jJl 
J J_j* tiii L^jo yj £T ^JtJl oJl^j ^ JL-J! GM aS* jJ. lUj^Sj -^^jj 

Lw*- ^) ^jJI J-uaJt jJIp J j-^aJ-lj aS' yj| c-oli JaaJIjj '..J Tennessee aj^!j 

ol jl yJL J^J^I J O^^J t)jj?L. aJ£j GM Xj£ c^tj J 
SL2^/ 5jb)H j JL^Ji uh I W -M ^ j^JI JUL, Uij^iii 

a£ yLJl ^jv-jj L^ijyj aS* ytJI aSI ^jUI J[ oL^l iJLj^dl cjIjI yii J^ait 

.>UJll j c Lj</l J ^^JJ A^jULil 
c^olS ^Jl dU jjJl Jb-f g5l^ GM aS" jJt Sjbl cj^- y obJUdi J^U- j 

N SJUJii-l oljL JJ OhJ-^ 1 u-* Z- 42 ^ ( J - D - P ower Co 0 Jjk <J>> i/r^. 

oIa yj -^ji^j i^y> £^ ^L»J^ IjjS'jj ^5Jj GM oljL^ JJ Dj^j 
f. ^JLU LgjljL_v- ^ 7.80 y> j Ja^ jl jjjj"L> aS" jJi o^ljt AkiJl 

.a>.UL! a>LJI o^Ujll ^ji j^jJI j • 
.fc* 49-25 j^p^ U jj^jJlj^U^I • 
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, — ■ yljVISO^jJl 

c^JlSj 1990 p /3 J lf\ jL-v. J j\ jjjjL- p oU JaJJLj 

SCI SjLw • 

(Jjfj-* SC2 SjLvJ • 

f^i^y* SL1 o jLv- • 
Jjij^a SL2 SjLv-- • 
:L-aj sou*- oLL^Ijjtj SJjJp- oljL~» jJLJI c^>Jb 1993 ^ U Jj 

Jji o jJUp ojlw SW1 • 
Jj3 0 S jU- SW2 • 
Jj3 oli SjLv- SC • 
SJbjL^- SjLv- aS^JI c-^Jii 1996 * U jj 
ji) LW Sjl^j jdl pjgJ-l jS LS c^Ji 1999 f U jj EV1 SjU 

oljljJI tS >*l ^UiSI 3 jj^p ojU ^^Jl c^Ji 2002 j»Ip Jj 

.Oj^jII tSjbNl J.J ^ JUL* JL^jJ cJtf (Jl will oljLJb Aiiai 
t JlSLilll c f 1*^1 ,61 jtflL, oibdlj ^jjJij ^jJIj 0^1 oNLSj 

^ U^JjJI U*-*J! pJi^ ojj:L- <S> oj^S c^Jjdl jL* UJj 
jjj jj-ST Uibi Jrl ^ u^j^ 1 J^- ^ >LUJ ^ J ^ 
J^l^ ^Jp ,Lo ^ jjjll jL^I aJLp cJtf j .fc^jll ViM <>* 

t o!jL~Jl ,>^J ^ ^ ^ ^ ^ l «J 
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tUjU_*-^ ^L^^l £-^J aS" jjJl O jji3 t jy^l l^3\ JLvb jLo UJ j 

oljU II j .(SC) oljU I $ 15005 j (SL1) oljL I $10595 

a-^L- jujJ j±J\ J Li jpUJI ol^Ul $20,000 diJUyj^l 

<^UJI J Oyj^ Oj^jjii jlS'j aU5 c^JlS c Lj</! jt JJ ajUI cc^WI ^1 

£j jil j^jlSjj www. Saturn, com/car/ip ^ A£yJ! SjLj J^U- <y 

^ -L_>1 JU pj_>- L^j! aS" L$j jC^U ^jjJI V?*^' J^k J^i ^ ^' 
oL*~il SjbjJ a3Uo a^J aL*- j$ oU^i JU> tfyJI oj^jj UI^p! 

(o!>Ljfj Lflx^j Oj_j^iJi:) oU^U[j AP oUtApJ aS* jJtJl C-m^ j 

aU*UU olUol jll ^ :ll i yc^J! tOudl tA-^aJl cOL-o^l ^ L$J O^j 

S.L^ ^jL^-ij xil J^-lib p^>j^ cJk cL^ ^jUil J 

iLu- jdl oijLJ! (vjJUS f Ujjlp cL^ At)Wl Ul^ll ajUj ol^Jl ^ 
J JUJL>- ^—L> a5 jJj f>[^>[> j»L5Jlj GM a5" ^ o ^5oj .A^Lj^ii oljLJlj 
I— « *L-Xjj oljLJU SJuJbp cjLL^Ijj:j ^jLjUI <il J^-^l l5>^ jkli* 

ic?^ Ji .A different kind of company, A different kind of car jA 
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^ Marketing Mix ^j-Jl jgjll - 2 
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Marketing Environment 

Introduction 1-2 

cH^J ^U**-* 0^ ^Vr U Jky yjj ^^bji JpltJ Jjj-JI 01 
^ JA-J oLkp ^i^u J Jjj-JI SjbJ Sjji JLp jJ j; jU-j 
(Open ol> j^i UUaJ ilLc ^ tfyJl j| slid I £>t ^ ^ ^^-ll 
j^LJI ^JUi U _U L^Jlpli J^*; Lt-p- .Ifci J^u jJI 4iJL) ^bj J}j system) 

d^Jj l^»L>c^Ii ^ju. aS^UI jt slid! jt "Philip Kotler" 

J-^p .k^ J l$Jll>UL_; j IJU ^jLc o^-*t slJLdl Ol 11a ^ j .*JUi j 
. (1) Marketing Environment aJjj^J! Cj^J Lf U- ^ik-^l 

Definition of Marketing Environment <h ajj < &1\ u^aj 2-2 

.a5 ^1 *Ua^l dUSSj 

jt J-*l ^*JI ^ i*^* ^ cAJt;" l^t Uej^JI fcJl Jl >Ji ^ 
AjJI jt "Conditions" eij^Ji jl "Variables" ol jt "Forces " ^yJl 
j! U5Ujj L^-UJ kjtAJI lJj^JI J> jt UMI iijLs Constraints 
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— XujtfJISu^l 

" ^ gjii j ol. juiij <j^i di Jiij <jai yuii 

."jo^i j c^j^l <*LJ\ 

^ L 5 - Out put "ol> j>A\ n <^ U U ^jULj Input o^Uoif" ^t^L^'l 

J t A t ^cJ System plkJI "gj^ill Jl ^ ot 

.(1-2) jCiJl Jail ,oL T yJl *i» pJjZj 

jJl i^rjlil <^JI ^ Ujr S) y> U gj JLll ol (1-2) jSJJI ^ 

•til ^ ^ 
J dJbafi oLJadl oIjla! j cisU? j jLiJ Jlp iJl ol^in ^j.* jt .2 



68« 



^ Input Cj^U-JLi 

4^1^ <JUU ^Jbt - 



4 

1 -3? * 
-t -? 

{ j ? 
0 



Process cjLLj> 

ot>U-J^JJ j^iaXlj iaJa^j <Jl^*jj jJ CjLL^ - 
iJtJl 0>U-Jli! p (^JLp sLilU l y^Jf oUI 

I 



Out put 



-> £±3.^1? £LjJ^J 4*LJJ JaJa^ - 



(3) <l-2) J£UI 
o^UjlI! ^ J*UsU 3-UUJI oUL*Jl 
Source: Kotler. Pulip, Annstrong G1997: Principles of Marketing, Prentice Hall. P 37. 
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fcJl J ol jJdl w>l Lib iljwU olS" yJl 5jbJ D] 

Oj^Ja^-i 4-o.k.r.* 5_2jjjaj -k-il JW^J (v-^l J^J .JwiLilj Ja*-j 

Marketing Environment Factors Variables: 

.(2-2) J^JJi j^J>y y>Li>> ol^-j S^p 

^ JS^ l^Jli olJ^JJ 3 ys ^\ diL- ^3 V^iJJl ?gi J^ljJl 

Ojb^l oij^il iaJ 111 J iLail tivJadl olJL^^Ii tSlilJJ j^b^JI £L>^ 
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J^I^JI ^ ojU sbil jrjU. ^1 dU; ^ 4^ jlil J^l ^Jl U 

•^j L^JLp o jla^^J! 4s>rjs i_™>- ijujl J^l jJ! .2 

4jJI J-*!y> J J^Uij :Controllable Variables L^U S ^uJI ^ ol jrJcu 
J-ol jp J^ij Uncontrollable variables l# ^ti^J! j^c N J*l y>j ^aJ^IjlII 

Micro <4ypr J^ly> Jl l^J! J^i^JI OjuaJ ^ I ^Jj Ij^tj .3 
f-Ua_^ jJI tOj^jjlL-j J-JLcj jjJIj Lg-w_a3 oLL-db 4_aJLc1I Environment 

jjJI J^Jtf j VrjULl 4tJ| J^Ijxj iibcdl Macro Environment aJ5J| 
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^ V'-- J J t A.V' r ^ 1 - . ■ I ^ LL^^^— I 

BUM j^llj JUiJI f IjU^wN! j UjJS ^ j jjStll Jjuw Uij-JI 

. (4> (3-2) f )£J| 




<3-2)J£*Ji 

(Internal Environment) 

(2002)1 5^ ^U: jjU ^ . *0_>>-T, ^—Li :jj_all 

UJ\ ^ 5^1 v^Jl tH>Jl c^J : M c>'^ ' 2 

^aJL, ^-^Jj .(4-2) J5^JI J j L^L~JI j 

. (6) l^U S ^ ^ ^1 (External Forces) Vrj^l 
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(4-2) JSLsJI 

. 15^ £U jjU .ji^JI t (2002)6j>Tj jbjS • j-^ 1 



:Micro Environment *±3>>J1 ^^H-*' 
dk-^Jl jJL- ^iL- ikJjll J,ljdl ^ jifc J| W***J 
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JLj j .ui. ~ i.II iij^ll i ■ i - i i 

.(4-2) J£lil J ^ y y US' Uj^JI aJWjJI fcJl J u^UJl 

:The Company tfjJJI .1 

UbJl 4^1 J^N! aJU* j t£ jJL)l j»L^j lJIju^I ^U* UuJl s jbVl f 

£j> Jjj^jJI ^jl- 4_L^ .IfpU v^ 1 ^' j 

j^j" dUU j .UJLjiJ U _U j^U] j Ul*J! SjbNi l^Jb- ^il ^1 jJI j iakii-l 

A-Oj^kJl 4-JjJai ^LoIjj .j_*iL» J5JL_| AjltLLJ j Jjj-vJi Jaia^ L Js- iS'jJJl 

. <7) olit>UJl oJLi JUl (5-2) J^JI >il >t 

^jj J5U- ^Ji flJL^Jj 0->JU JUI ^1 ^ ^ : J^l • 
JL_^Lilj 4_j^^/I £_LJI ^I^Ij ^waJ ^ Jjjw : • 

Jjj^jdl ^ JaJa>. ^ jij-Jj iijL -*l J ^ J 1 ^' f L-tfl oJUh J_? 0i>! 



-75- 




i^yJUa-j^l fcJI July* 
.18^ jjl* ir-^ jjj^Jl .(2002) tJjj^Tj v_-J-i :jj-all 

•.Suppliers OjJ j^l *2 

Aejj^JI Ljjttl j^Uai ^^lJJ ojyji ^JUI u^^A^b otfjiJI r»J 
A^ail ^j^-j JjS^LJ f LfcJ j ^1 ULLI .oUjuLIj ^LJl ^ 

j^uai oju u\ y ji^Ji >i>u <> ^ ^ J 53 

hub* ^ JuV dUi5 .jl*JI ^1 JU> Oi^uil oj^ J tfj^l 

^ ck^ 1 ^ jM^' ^ ^ uai t>J 

:Marketing Intermediaries Jjj^JI - 3 
^> — ii c-uyj t-y gdJ^ J ^ ! 
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:Middlemen ,1k, J>\ (t) 

.55' j_iJI oUci» ^ oiL&Jj _r~ t) >*jj>i 

^^iiij /^w ( v > 

Physical Distribution Firms 

apj-ujj jU-^^l! aJUI J^i jaJI jLxpL ^UaJl JJiij Jai^* ^ jJL«t ^-Jj 

:Marketing Services Agencies aJj^JI oUji-l c/^ISj (g) 

1*Ajj~JS oljUsJU-Jj O^L-T-j A^Sjj^J v^L^l f jiJ OIS' jJt- j^Aj 

:Financial Intermediaries <!) jJlil *lk** jJI (i) 

^ J^Uo jdl IJUI oUfcll 43}U jtjhl AS' jJLil ^JLc- 

. (11) f uji i^tud ^j^ji oLUoJij ym 3ji jii jj^i jp-t 

: Clients ^LjJl .4 
f4J>±J-j ^J), ^j^dl LgJsLU «l>- jj jJlj jjuiJ^lj uJL*iilj (1&JUjLJI (juJLtll 

:(6-2) jSCtJl j£j>y> ^IjjJI 
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(6-2) J£±Jt 

.18^ £U OjU SjfjS jij-Jl .(2002) Oj^-Tj ^JJ oJUiil 
:End user Market - Consumer Markets u^lf^U <jl j^-t 

:Industrial / Organizational Markets oLMI /v^ 1 Jlj-^l * 

,^ ^L- J lf«U^I J^t 
.'Reseller Markets d ju^^ *Ua*-^l Jlj^t * 

:Government Markets ^ j^-' J!j~^l * 
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(3jJ f ll~ tl 4,4 I . ■ — 

International Markets iJjjJl jl 

.Lu*. l^y^j U^-b^ t3j~U ^ ^Ij <>* 
Competitors O^JLil .5 
tl^p ^Jb 6! c£i jl # ytJl oUd ^jLLo olo fJtf jJl otf ytJI 

Jj-Jl SJ ^~Jl i^LplkSj p-gjL^L* o^j_>- ipJ&jbuJ ; t j^Jl^JJ 4\JLj*-sdl oL^JlJu-/^! 

l^UtJ o^L* jUpMI &k t)! J* ^ -r^ 1 eHr J 

:Publics tf^l £> 0 >Unll ^U^/l .6 

: c5* y J a5 jJLll J^juj oL-^j c^U^-Mi 

rFinancial Publics ^Ul j>*JL| * 

:Media Publics ^^V' t?J>f^^ * 
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— 4ojLi!l 5jl>^J| 

:Government Publics ^ £J~\ j^foi-l * 
^1 J ^>w^Ji oL jixi! aJIju^j jL*^l ji-Jl k!>L^ JsL^c 

:Citizen Action publics ^yjll j^J^-l * 
:General publics ^ UJi j^^i-i * 

'.Internal publics aJWjlJI ^U+l * 
£*JLJj f ^ vJU f J^x^j o^l ^Lr^ SiLp * j^ 1 ^ ^ 

:Macro Environment ik-liil^JI :U>^ 

oJLaj Macro Environment v~5j tfji ^ ^ ^ 

.(7-2) J£JL}| j^U5^ "oUV 4jjP y>- 
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(7-2) J£*JI 

:Demographic Environment aJISCJI <JI ^j^jJI .1 

^>J-I &li£JI cgjjh)) ,y <jl£Jl L-jU pifc ^JUI ^JUJl ^ LSI ^>cjUI 
4_dJUdl 4JUj^>-)/I oL« jJuli ^ La j^pj ^ILpI jjJj juIjJ! e-cJj (j-^b j^Jlj 

d5 jLvo oj^j J J ^d b ^| iSjLi U! .pJ> ajt^JJ 

oljl^l iUE I ^Jlp ^ JS^ jjjj jl<£^U LSI >>£JJI cj\ jjfcdl 61 

J-jjj jJ v^-JI j Li" 0U3 !Al<J .oU^iJLl ^M^il i?Ul J ^U- 
Ji^LJ ^ JLJJI oljUsJl toj^l i^Ldl jjlj-i u> V^l 
^A* IjJi^ jij^, a; jlJI jll Jjl^» ^U*l .^U! Jii otf jJLJU 
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— 2Luli)1 3a*$JI 

: Economic Environment ioLoaNI alJ\ .2 
JUS>II J*Ut j 4-5l jJjl SjiJI cf U jSjs J^Ijp & bjfr ^UaVI <UU ,*| jrt I 
^JLJJI Jfl^jJl tp^a jl (5j^wo (.SJLJUJI o^Jl.^ Jjl« ol jrJolLi ioLajSNl 

:VjJJI *>W J jjtfb J*»JI g3j* 
JJ Oil JUuiVl JiL, j jj l?rj} j i^Uj iUUl oIji^JI dt 
J ^UiM Jl ^-S^Jl Li LijJii\ oVjow ^UJjIj j^viJI J ojLjJI 

abfc Ux* d-i- .J*-JlJI iS>^ JS^i 0iS3^JJ JU#I J»Ut jSbl 

jiji. juj^ jij-ji j oj^^i j*j -cH 1 c> ^ ^ 
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%>USVl OJJJJI .£ 

Economic Cycle 4jjUaa*i(i SjjjJI J^-l y 
t^UaVl Ot jU*Vl oyv US' .aSjJJI j ^ j^Ji iLtJI 

^ jurtj i_a ojuui j y Hi oULJij (j^ujIj o yr, c>^ji) ajj jju 

J <~~5ji oL*U^I ^ o^di ^jJll J^j .otfj-iJU J^IU! 

S^U^I s jjjJl J*.| ^ Lot Ljl^JI 
rProsperity phase :L*U /gl jjl 4^ : Jj</I iU >l 

Sj>L>J dUij c^jj^Jlj aUjJl &%J~\ s^bjj J* J^ ^ 
sa_,jb>- Jl ±Jt Jl J j^jJJ SJUJbr oU^ ^ Oy- ci ■ y>JI <;IS3LI j 

• <17) £dJj^l Jib) J^>- ^yj dUij 

:Recession Phase a^JI iU^ iUJI 
J a^U</I oL^dl ^ Jl J ^dlj y yj| ^fcUI ^ Jl ^ Lf ^a^JJ 

j^^ij s^j^i ^ ujji jlp jbw^i o^so^ui 
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. — 4_uLiJI3_i^)l 

Recovery Phase ^UcJ^I y liiJWl <U JLI 
L^j :> j-*-> ^jJi i^^Jl JuJli J SjUJl oia J ^ (ivU <LiJ .jLfiojV! 

.ol5JJL)l J^p (JLp LLj (J-SoCj 
:Natural environment IjuJaJI iiJI .3 
yJI l^-b^ ajljllj Vc^ 1 j^Ui! <y M 

ijjil J J-^U-I ^^Jl Jl tpt Ur SjJ^ otfll* otilj ,! >l d)Jbf j^i 

j^Ui! ol> ^yu If t Jak£ J^l Jl j& <Jj^l :>jlA l j^U- ^1 
feLajftl ^-p WaJl j^Ui! oJL^ L^ty jJb* jl! ol^Jli iUJl Jl 5>oil 
J^lj £LJ)!l lJJLS -oUj JJ LlfJb ^3, U .^JlScll ^ s^U Siliji 
^ 0^ OjjU ^LU *i* Jj J ^Jj=* £^J l J 

.O^Uilj fli-l ^ SJbJ^! j^Ull J <r oUljiJtj 

: f li|^l J j~Jt .2 

^iuji J jl a^Ls^Ji JjjJii jj> W* 5 ' ^ <y 

JjjJi ^ ^Jl iJjl* Jl tpt JaiJl J^J pUj! ob . Jj>Ji c> ^ 
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:5tJ( <*jjJb .3 

Jl olS" ^Jjj (J ^uJ ciilJL) . VuJJI ^ bj^ ^ u 5 ^ W 55 £^1 
cr l* ^ Uaj ^ jJLJI ^ &J1 i>[^ Jlp y^Lil J*4 iJUi Uiil 
u^l^UvwJL! f-taS/l i-xiia 4juJl J£ Ojl>J (^vJ jl olS" jJLlI 

oj-^-^l aJj^I J i-tJL 4_aJbcd! oUujJt^Ji c^w?l aij .Ljlj k-lwrJl j 

jl JjJ^. :>L£^ >„>kJI j ^>JI J J^Jl olSyJl J^j 
obU- ^ ^dl j iwi j&M Oylj-aJl <i3Uc <y Si Jb 5iJl j v^kJi jiUll <KJL* 

Technological Environment jj ^xSiJI ASjJI .4 

aJLJI jJ j^Lj j; l> _£cj JLftk^NI j VW^' jH^^' cr^ J 

- fJifcll gjU .! 

ou^Jl ^5oJ| olj^kJ! J-^jj v- 1 j^-I J 3^ J ^r^l Jj^ pip aSU JL* 
JbS ^sdl t/ JbJ| f JLiJL ikj^ll oi^db 3^1 Jj> Sj^UJl ol? ^Ij 
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— JujliJI Sj^JI 

^j-i cLU JJ <->t^ J_5i3 uj-^ JLJLj iw/La j irii cu>w>l jl 

c/tfUttl JiUjj oljLJl apL^T JwUS^I oUllOiJ Sj^ 

. (20> y^i! i#r% 

4j»jl>- J UMii^l IAS j l^rji &JI j ol j^dl j^iJ i>-L4 j^J-U 

Political and Legal Environment L^LJI &JI .5 

^Ji oolj-aJl dUJLr, .LgJi^ ^ j' U- >>" <s-M UJW 

L»£ l^j-i ci-.UJI S»JUll iU- oUk.j vj^ 1 jS'j^'j <^U-jll 
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JjfrMlSJI AluJI — . 

j-« u^Lf^A] lilr-j ts>r^a}\ jJ> L~iLL! .olS" ^JLil J^p ^JiJ jdi jJUJl 
©JLft ik^ljjj .oUjiilj jLJl J j~* jij^J a^^U Lij^b i jj^jj Ji5Cj iLjJlJl 

yUi f >dj ^ ^1 l^aJ ^1 uyl J obu^JI jJ* Ulyj 
jJ! yUi iJUJj L^U^-VI j 4_^il ^ f( />b ^JJI jJUl ii jJUl 

.(j^I^II fjj] iwLftJJl ojj^aJl ^j-iou 

'.Cultural Environment iitiiJI JiJ! .6 

cj« Vrj^-I J-*L^ cy y ^ M .oUfidl j}^ cjjjb ^JUlj j>| >bU 
tf^L-j ,itl r ,„ 1,1 jJiu tf JL)l JUiJi J^WI L^J r 5^dl jZs S 
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^Jlp 4- Jail 1 SjjJ ^Jj: oL&Jl !JlA ^Ujj .^Jl j Uadl jju fU^J^i j ^xl! 

^jJil Uyu>j ^Jl^\ j SjJijl J^l j& JJ^ J}U ^ V-ib- s>> i3UAJ! 
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Case Study 

i^LwJl j-JJlj ol j LI?} dJUjUj o j— ^ colji^^iJl oi_A J_to iL£N 
O^j UJL4; jl viLAp ^1 J-*1 ^Jl uiJ^ 4_^ijjJ ^j!>U! oUUI ^ <^Ll> 

^^J-l oijiJI J yJI C U ^ aJUIjJI fcJI oUUil ^Li J 

.ioUJI 



-89- 



J Jej — =J1 oUUi jJjp jJl A-J£Jlj 5_-JjMrl *~JI ^ ^ ■ V 

:5JtJUjU!l 
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Environment 


> ji 


Marketing Environment 




Micro Environment 


3 * . J j T*l 1 


Macro Environment 


LKll iiJl 


Firm 


;c * ti 


Suppliers 




Intermediaries 




ohvsical distribution firm 




Marketing Service Agencies 


a _-J1 JjL| . -jNJ K a 


Customers 




Consumer markets 


1 j 1 (JI i— ( 1 


Industrial markets 

1UUUJL1 1 14 X 41114* l\vlO 




Reseller's Markets 




Public 


J I 


v^ompeiuive torces 






1 »V| 1 » . II 

4jiL^J ill ojjJUl 






E-iivironmeniui r\aapiauon 








Political anri lepal factor*; 


7 1 ll " • *\'\\ 1 1 tl 
«U-jL — llj 4-j jjUJI J^l jjOI 


Rpmnpranhir Fnvirnnmpnr 

l^'VlllVJt^lupilll* l_ll V 11 UlllilVilL 




Economic environment 




i ecnno logical environment 




Market 


ii 


Cnmnptttnrs 

\~ irl 1 1 1LUI 3 




lNuiurai environment 




Cultural environment 


" i 1 -ktl "» K 

<ujUD! 4JUJ1 


Sub culture 


J}\ iiUJl 


Government markets 




Internal Environment 


aJ>.ijJi xtJi 


External Environment 
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Market Segmentation 



3UU*ll J>uJI 2Uj*a lioj^ 



J^-JI 4**Jl JL-^ L^JLp jlL ^31 j &yJi\ g J^bdl J SjjdiJl L^l jU-t>U 
Jl l^-U-i ^ ci' j-^^l J-*bd! oL^Jl ju-I ^>jbl j j^p ^^Kii 

^ J-A3 ciUS ( _ 5 JLp *Ll>j (j J-Jl J 11 ujjJwL! j\ (j^SO^Jll Ubkii 

L^JljwJ ;3Jijj^_d! j~Jl LiJbl Swb- jJl OwU ^yiwa^ 

Market ^^Ji 1-3 

Ui^l DjJUlIb <1> V cM> ci^l ^1^1! Jl J >Jt f • 

.2ujUd! oL^tij ^b>dl JL1 dUS <> 

J j-Jl t^^JI <j j-vJi JUJ <jl5^ jl U*3 U' >^r Uui J^J! j^jj • 

^ j-Jl V ( jd> ^JJI jl^l! 4pLa^Nl JiJl Vtj ^ (3^J1 ^iyuj 

.o JbO^ uiJL^j U £wi i^JLkJl j 
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V J-^ jl ^.A ^ i5>- ^ b;^ c^jUf y> Ol&l jwu" Ob 

JsjL-U L r Jlk!lj ^yJl Lft i j^aiil Jj ti^co 5JI diiJb JL^aJ jl 

.J j~Jl ciUS j o JjJ^- ciJLgj 

^ L_p lf^s» f jij jjJl (j jJLtll) oUtidl olfe Jt« ^lyD ikLJI j 
<ij~JI C)1 ^cJ? :> JjLJI ^-ijjjdl j (1) (o j^UI O oLJadl jl :>ly^M 

.(Needs & Wants) <Lp Jlj gruU oLMl jt *l y^l tfJd J^LM yljj .1 

(Purchasing jtJ\ lyil* t5 *~j L» jXu - jjJlj gdUl^i Jlp SjJiil yljS 2 

.power) 

.(Ability to buy) 

.(Authority to Buy) Cm oU^ A <u£dl / iyJl ^aJ <UJI yl^J .4 

,1 jIjwi^Ij U yJI ojOilj i-p^lj *s-LM ft***] ^ dj^U 
jl^> StL^j gsJU *l Authority jJ-l / 5UJI 
ui^Jl jt b jSUJ! ^1 ^J! SjJllj L^lj orULl ^jJ jijSS M >JI 
.^VJlj olj^Lil Js, oUai ^ ^ (H^ e^ 1 ^ 1 

Consumer Market ^M^LwVt J^uJI 1-1-3 

SjjUiilj Jlj 4*U-I (HBJJ ^JUI ji aljrtll jl ^J^ 1 ^ 
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^LUoJI f,tVi»iU / ^jl^Ii /CiUloil! ^ 2-1-3 
Organizational / Industrial buyer - user Market 
i-J^lj orU-l ^JJ ^JUI oLJadl jl ^1 jJ^/l ^ Jj-Jl 1JU uiJbj 

f! ^JLj o^bl-l 3 jbl j. LJtf LJadl JL^pI J^J oJUgj 0j-£> i*JUI *1 j-i .4 

• • 

♦.Marketing Strategy aifijjnrrtt 2u^-u! ji^VI 2-3 

4^Jidl a j! jJl! f U*i^ ju^II *l> ^" JbLc<Jj j^JI <kM J^; 

Of v-£ *-Jfcllj Target Markets Sjl^I Jl^l jt J^Jl jbJbS .1 
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j» ^j; i[ Marketing Mix 43.*g : .. J | J j^Ji ^_5}Ui i Ju y ^\ gjjll ^ .2 

i^j (4P's) _> J/j U IIaj Jj^ 
.(Price) jvuJ c (Product) ~ 
.(Promotion) gijjj (Place) - 
SJ J I j— Uja j lJb>- j»U j^t JUJ 2L2j j^JI Ij^Jl jw^li 

.SOp- ^11 olft j b> ^11 lift aJLSIvo ^ 
t^JL^luill (JIj-ljVI J-alxUI CjUj^xjI jixd! 1-2-3 

JJ Jj^l L*j| jL-/rfl .(1-3) JfijJI J y> US' Jl^i 
^Ji; ^ LSI ^ b^Jl j ^ j olfU-l (J s^b J^J! of 

S[ oUJl JL-M! ^ jWI j>JI Ut .jAdl ^ jl JKJI J^JI / ^jll c3>Jl 
aSl^A\ y'^j^r^ ^ VP V-^ W SfcU Ji <u ^~ 5j " 

Undifferentiated / Total / Mass Marketing 

^ JLJLj bjl^Ij sjl^j 4jt ojUpI JL* J^JI xr jJ / 3y*\ ^ 
OiJULlI a! ^ v- 1 -' Me^ J^-^ 1 ,Ia >^ ^U«Ll ^ 
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<^jLJ^ oLi- jj oU-U- ^jjJ jjJU^il ^j i £l$iJ ( l <y 5 jruS* a-^J ilbb j j& d)l . 1 

- 4_J jl ^^l^NIj Jlj^I j t^Ajj^J ^ v>Ju JLp oj^ls aS" yj| ot .2 

iJ^Jl j^jj L^ljLJ LI y 

LljLI JL-^I oJu* ja^j 

^ ^L=5)/l ciJl£ {J J^ J| J^-oll Ji* ^ijj 4j3Uc5^I ol jyjJ! .1 
oL>La_2>! (Economies of Scale) S oL^SO ^LJ)fl j Ja^dl 

Ji c^Je I^j giyj cr^l 

.... c**, jl J-UjI^J, j] j\ eJO, cjJl 

Market Segmentation J^Jl L^Jl JL*\ :Liti 
^ oUlkS JI yJKJ! J j^Jl ^^j; 4_Lp JI jl^ji jl^VI oJU j^J 
ojLcJi j^jj glU JS" J^b a,L^I a^p ^Juu Ohj^II 

Olj^lj oLp^JIj oL>IL| ^ ^ oUlkSJI <y o ^Pj ^UaiJI Oii 

'l^ 1 tA^l s^ 1 -^ 1 (^^-^ <y 5 jS^)" ^ U ^Uij AijL^J.1 j^ji 

. (ij^Jl ^y ^UaiJI lift oUpjj oUL>! 
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Organization 







\/ ; 


Market Segmentation 




Total Market 






<1-3>J£±)I 
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oLpQaiJl J jf ^y-s> J (jujLiuj t^L^jj ^L^-L^-l ^— ^ ^ 

d)l ikLwj ^ <j j^Jl ij^Jl 1$JLp jl^J jJi L^co jJ! SjlpUJI oj 
cij^, JLJLj L- g^i f-fr^jj ^UrL^-l J byjU* u>L^l ui^Cl^il 
oLJ> J\j oL>L>NI J-jLa: jjJl oiJc^JJ ^ jj-^ l^ij* o j^r^i 

^ ■■ ^ AjSj^-J LyaJjJ SJL-i jil h j-lail J j^Jl ^ ^. — 2T jt .3 

J j^JI J OwsLJLJ i^jJb ^zl\ Jjjj- J Sjb)/I juijj J ^-^-^ .4 

J j~Jl ^-i: / *2}>Cj 2^>UM oU^Ji JL-Nl <y JjJl^J! cLULa 
:Concentrated Segmentation 5J^djI( ajj^J! Su^ojI ji^j 1-3-3 
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■J i 



(2-3) JS^JIj J_<S Jj-Jl ^ jLS3l .jwibil ^ Jit IjjjS^ j^Ij 

ofe' - l l c_ t>-j Sj-S_J.I JSj^dl / |V- *t]| JL.I J^-.u _u 

.(B) gimn .jjsa^ii ^ jAti j! jl^jJi ^^ji 




1 








C ^la- 
Segment 




Segment 




Sequent 



(2-3) JS^Ji 
Concentrated Segmentation 

:Differenriated Segmentation :(^Uai) fjZX\ ( * e ^ia^^i J ^j 2-3-3 
l^yJ- lLa al* oU^ pjJLJb f j£ Ukll 0^3 L^JlJL-Nl sift J 
^LkS ^ >^ N -i* tit fc wJ3 a~ <^bU J^-Ji oULki 

(3-3) JSJLii J j^lj y> dUij oUlkaJI ^ ^ Jp Jj Jj-Jl ^ -Mj 
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Eco 



Cgiy 



Toyota 




CAMRY 




Lexus, lam 



Curscr 



V 



(3-3) 

Differentiated Segmentation 
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.lij^lJll frUaSlJ 4jJbL| y 
:J k> utU ^L*iJ1 44^*211 4-3 
aJIp SpUS oiij <JUo J^JI p~JS / %y£ L>cJl b& <Jij 

<U3 (^JJI cJ jJl ^j-iJ j olplkaJl oLpjj oU-U- J 

Measurable ^Luitf 2ubU)l * V 

US) ^U! j cjUp! JjjJ- JfJl Si-i .SJb* j^iij fUaS j£J o^Wl 
jvLx* oJLgi f-pVj t ^ r <Jx J! (^l^j t+~^rj r^&JJ ^jr->J uA^I 
^</l jgjLull ^ U .f+^j p*xi* Jfjrf gkuJ JUbj ^UiU Uili 
M JULj ►Bill ^ cpI ^Jl ^1 ji t> u ^ V*^ 1 0^ 

.LiJL^uil J^JI ajJbd jfuUii oIa Jt* ^LS ^ 

profitable & Sizable 2Loo>JIj2u*aVi 
J^JI Lu&\ J iy ^\ LfflSj- ^ W^JI Uil^I at Uo^ ^1 

cj^u AJk&j c^i^ 1 ffJ 1 ' oL - 1 ^ 1 > 

L^IjlaIj oVjj ^"W^ eW— &1 ch» ^i^- 11 ^A 31 & 



- 106- 



:Reachable lAi^riutl ^lJJ J^^ll 2Ljjl£*] :liJtt 

: Heterogeneity lJ9>Q±>VIj ^UUI :bulj 
^UajLl jl oLi )\ j oL>U-l ^ J JS" lijwj SI S^Jbcll SJ j~JI 

'.Company Resources jJiJI CjUI&Lj sjl .1 
'.Product Homogenous ^Jl^ - 2 
:Market Homogeuous J j^JI - 3 
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• aULAJI So^l 

:Product life Cycle stage 4JU 1>J> <y gdl ^ ^1 iU^ll .4 

:Market Competition iijJl LJULI .5 

.-kii Jb-lj j^j ^LkiJ 

:Bases for Segmentation ^u^M^i^VI ^l^vi 

J^JI J ^ (7) Smith VjlS ^11 S j^JJI flUll y UIp ^ j^jt Ji^ ^ 

jpi j^JB JL*J| jU U*' 0£ (8) Wind jUt L5, . Ji^Jl j Ju^\j ^irffl 

f>4 iJ] ^JbJl J JdU 4 ^5^1 ol .lJ I*/ <> ^ (I olpty Jl 

L* Uo jl y ^^aj^j iJaiJJ ^UJI J^-tAJ a^jll L^^j U^Jj Jj i^j^di 

<uU ^iJI y^l lJjj^JI j ay jLJ-b us^Ul f^b ^ 

^^JS/I oJl-^ Jbu ^ . py JfcH J kJU^JJ ^—^J Oij^l j l^L j>7 ^jJ^ 

cJ^jUI c^^I JJ^ u^i--JJ Demographic ol^aJI ^LxU ^r^S; 

Ua-^-tJl llj Psychological fc li oU-^Jlj Psychographics 

(1-3) Jjj^l jJ^j l*S Uj^j ^Benefits LjiiLl / ULJl ailyj tPersonalities 

J jJi p-a? ^ J^ 1 



- 108- 



(1-3) JjJLr 







jj5lj 6! ,60-50.50-41 ,40-31 ,30-21 .20-11 lJm\j 10 

501 ,500 -251 ,250-101 .Jit j jba 100 

LLp ^L-ijj tCj^U- S^Lg-i ,^UJI ii^UI 

6 ol jil 5-3 t^a 


A R e j^aJI l_ >- ( *- : — iJl 

Sex »_ >- f ,. Ml 

Social Status L*LV^l UU-I . >- „ 2J| 

Income J^oJI l_ — >- ^.-Ml 
Occupation C4II / iiJJ _jJl — a- ( ,,.-,a.-ll 

Education ^^JL^Jl ^5 ^ — ll >■ p.. Ml 

Family size S^-^l j^>- l_ — >- ^ .-Ml 


s jJwJl jail ^1 jail a^^JI ijaii 


ul>L| ^</l 

Region ilkil 

City size i^oil 
Density i-U^- 51 

Climate ^^akll 


^-lJLIj UpU^-^I UUI - cjJJLt jllj J>-jJIj jL*</1 
<j Uil^ iJk^ Jj>j ;^</l f.^, ^^-JLdl tfji-llj 


U. Ul jJAj Ul> y.oJl 


1*1— U ^ J^»z — • jS- i^J^L* tJa—j^ .JU Jjliw 

.LsLji *N j ujJl, .^u^ ^ Jjl*. 

jjj-i" ,c_-^L*^-l — !l j ^-.^/l Jj. i oUU 

olJLII jJbi ,j.t j^lj 

oU>UI 

^U-ll i*J^ ,o!>U>l loo-U ,^Jl .s A ^Ll 


^1 ^iJl ^3,1 r ..-M) 

ouai / ^ijjji v^-^ ^^iji 

jJjU c^j^l c>^« r*^ 1 
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iwii^iJl f- j < — .4 „ — «Ji 

Lr • i - 


j_£ jil < ^_o Oji^-Li ;j jo «'... * i j jiiiLjt tJ>li_JI j-LJtl4 










*=dl *iL. / ail J juU. 










tjjh J* '•i^ij^ ^j*** l <_^ 






USty u-^ j^JfcJI 









:2U£=M£La/tfl ^Ij-o/VI r u-miin (^ui/t 1-6-3 

U> (1-3) JjoJLl j ^ L^j 
Demographic Basis for segmentation 

Jjj c^lSLJI .yrfUJ- i^U-p-Vl 5— y» (Demography) Lsl>S^I 
oli^ J^JI ^.Ufc uA^-" v'A^I l /dUW f UAa-l ^ 

oU-U o_p ^jUbai SaNjJI JLit^l obrUJ ^jL^i 

l^* ii» J-SOi ^1 jUT ^ Ub ^ J 1 ^ l 1 

JULj ^Sll o-^ ^2 ^uii j>\ j ^VjJ :Sex cr^ 1 -V 
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«-JJbi oljM j aJLpjj ^Ja^/U '.Social status LpU^-VI ilU-l .£ 

Purchases power $J| ^JtJi S jJJI ^ J^-JJi Ol :Income J>-jJI .i 
jU_^l aJIp a^U>- ^jJ jl^jj N ^JlI J^Jtll ^jjli .i>jJLkl! 

U> a^iH L^J U JLj jJI ^1 ouJs Oi '.Occupation a1& ^11 j 4XfLi .« 
L&Jz aJUjj UU-L^I a_^U-1 Stu-U .*l jJJI <JL*J kJa^dl Js> 

J-^-t ^^wJbdl tfj^A] :Educational level ^^JLdl & .j 
«uU jj -aUU t_ik£ ti5il JbJLj ol y<Jl ^ J JUtil ^ j^A\ ol ^ij* 
JULj jt-^jJ SjbkLI oUcJJ Si^- ^jiw. JLp [J SjC i IJUj ^fl ^ 

p-j?**- J j^S jji aJ o j~>H\ il iJL^ ol '.family size 2j-»^l .j 
otAsUJL ol I O^r^l .<tlil j ilM^Ni £jJ j 

jjl*J| o!S o^UJL UU- ^^bJlj jruSJl ^1 oli 

UjJlB, L^-bU fcLp JSJ ^l^i ^ : Religion ^LjJI 

-iljLJLI y^^fl jl-p j iJjLil ^LiJI j 6 iljLil oUl-j ^ 
x^pj oi^Ui tJ| ^tjj i^UI iUt J l^UL! ^LU, pi c^>-J,! 

♦ 



- Ill - 



. ■ AiJUJt Sjl^JI 

:J! >JL| ^U^i J^JI :(jU 

Geographic basis for segmentation: 

ILS> JU? J c^J^l-J ^J| l^tj ^^11 f JLjT <y ^L-</l lift 01 
Jl* ^ii-l <ikil l-^-p- J! j^^/l |^v«j '.Region <JI jAi-l <dkll .1 

.^Ji ..(3^ ">J (.L^j^p- tLJlw tL^ljj i<Ub-L*» iHiala 

^yo- ^jJ^ *Lj Ji j^/! p^^; ^ ^U^/i lift Jbo :City size £l>j1I ^>-.^j 
O^j^l J oJu JjJ OUp 0^1 J ^Ui V^>j^h ^1 y^/l :Opj cull 

5L^i V> LJ ^ jgiLdl J jwS^I jjfll £LulJ jj : Climate^Ull . £ 
^ oU^il 2L-Aji ^ JUL, L^^-^l LtU)flj 

IJL* L*~l> ^ f ^ vj^ ^ tri^J £b£ 5ajUI jtbll 

Behavioral Bases for segmentation 

Jl^</i r , Jti 0 y^i JJ^M 1 ^ uil ^ ^ 

iBuying Reason ^1 jJLlI oojll i-~->- f~~2dl .1 
J f iji^AJ Bic pJi ^JU-j (ili .Jo^jU Ujip gsll ^JS 
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^^xJU! 1U> a^J 4iUa> p j^dJ <y (J* i5J^ 

. Jjil db^^U 4_iJ gdl ^ <_ib^i ib^V gdl OlS' 

Consumption Rate iJ^l^VI Jjj^ ^Jljl ,c-> 

(20- Sjl^UJ UJ? oj-Uju u^ril ot lijyw jtw?! ^bijjj {j* j6^\ 
ol J y*S\ .^I^&mJI <>->• 7.20 Jl Lj-ftJJ oUuil ^ 780 ot 80) 

Cj^JLa* o^Lj^J ^yai^Jw* J I y^^^-t ot^\ fj-"*! ^J^T 

Loyalty to Brand Name and Trade mark: 

^ lA* j-^ji ^j^ 1 c^JjJ^J -uLl ^j^Jl gijlli >( J> Uej^Jl p-^f 1^ ^ 
UU^ ^ y^jS\j UJJI SjOLl JuSb J^U ^ i-MJi J ^LjJ! ^oJ 

Motives Base For Segmentation: 
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- .ajLILU! 

.olJUl 

:Q^V.wiJ v-^ 1 ^UUVl j^JI r .,,'cJ .0 
^jJ>c~-j {j-* ^-£a ^iiJLftj 5-b-!j o^Ap 1 j^Jjix^-j ^53^Xv^4 tliilifi 

jjjll ^jj^JI J^Uil ty***- p ^JfcJ l .j 
Marketing Influence as base for segmentation : 

4JUJI L**LJ~I j j—JU lijj^JI ^Jl oJLi (jl j^^/l v-L^ 1^5" jJjj 

:PsychoIogical Base for segmentation :J j~JI t^JI tj^^l -^b 
o^Uip! i*LJl oJL^I Oh ^ ^1 II* ^hj 

:Personalit>' .1 

:Way of living i_>^L-^l 

jj^-JI ^jJ^. > JUly ^L^rVl jSjll ajHH, ^ ^lil ^1 

. ouiii oi» c J^^u vo-^i 'j*-* ^ 
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:Benefits Basis for segmentation :S yr J.\ ^ibi( j^L-I ^L* ^fc ll :L*»l>- 
JU| jiJl at Asseai Helli JJ ^ 1968 J IAa ^jl^u-I 

JULj ,1 ^JUI .Ijj ^~J1 j-jb gull j ^Ui Ltyrji^l £fbil jl Lljll jl 
JLjcl-^I <J >»j L^j^U ^ju tf> <t^i SLf~l\i . ^>i!J j^L-tS' j»jl>j^1 
j .gsll f 1jl>^-I ^ W ^J! jt gdl il^N UJlJ^I oUuJ! J yjJlj judl 

rtttisJI /i^La^l jruUil J* ? ^JrM :LoL- 
Cultural and social basis for segmentation: 

t^Jb Jii .LJjJlj Js^ji\ UJJl ^ iJJb£ j^iijitj ^UjJ f-^W-L^ 1 
JjUILj j» ^ jjm^ JjUi j p-LLp 4*>-j JjUJ LbJl UJaJl ^ 

<jt Jj~11 ^yip llAj J jt jj^" i>>^ cJ jllij LjJLJI 5JiJaJl ^ 

Ml** olj^t ^ J>df ^ ^-L-L^l Ij^ ^1 ^jbJ J j^Jl 
jgijjj ^>^J! jh^IJj ^1 ^jJU- ^ IjjJji J^}\ Ic* 

lpu^^i am <j&£ iju^\ qa\ jji jujlj ^ ^^iiij ^ ^ii ^pjji 

untl (31 _^u/Vl j*xufc2j fjM^t] 2-6-3 

Basis for segmenting Business/ Industrial markets: 

IJLa J jij^JI oUt J JUp</1 Jl jjj ij>L^\ Jlj^^ll ^Mk^l Ja^l 

cU^Pj 4^ ^1 (^^1 oL^ji! i^lwaJl oL^jli Jl 43U^L J^Jd JIaJI 
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Kotler, Ponama & Shareepo J_J ^ La ^^L" £ {Sj-^ ^ j^-* ^-J^* 
(2-3) JjJ-r J 4*^J>y> 

" (10) 

. £=11 el yJt fUai j f J*uJll >l yJl 
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(2-3) JjJ*r 





i * - 1 1 i u 

fJb^UJ,! ju*JLl 




/usCJi-i 

Demographic Variables 


^> j^Lj f jjs Ja : j^Jti > / j^cJil flu - 

ft Ja_~^ ft ^ JS^L, <>l*iJll ft V^docUl > 
^ jv-J JS^ frU«- w Jl ft ?LUi oUoJ- ft 3 jL£ 

?JJJ ft -k~- 

j=Ji ^ obr yUl ^ :<M Jl jsLa - 


Operational variables 


U ^Jl otf yjl Jl* Ja :UilsJl oli^uJl ouJ, - 
^ jjji oir^jui ^ Ja :^i jU - 


.lyjl J»-U, -3 
Purchasing Approaches 
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/ U3 jll J^l j^Jl -4 
Situational factors 


4^ jll otf J* £y J* :^jLill / ^Ul 41U; - 


^U-U -5 
<..*>. ill /U£UI 
Personal features 



Source: Kotler, Philip. (2000) Marketing Management - Millennium Edition 
Prentice Hall. P272. 
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Case Study 

Ryka Atheltic shoes: for women only JaJii oIjlJU -^Ij^I l&j *lJb~ 

oUIjJ^l^NI oibfc a^_J>1jj oJb-t J j~Jj g£j (Ryka Inc.) ISoj iS" j-i 
^ULl JL-il jJLj? i_j>L)j jJLl 4_j»1jj t ^jjli t Lr tll is^bj i^jUr 
ci^J; iu^ftl ^ s^U, f 1987 f U J UUpI yJI otjbj (ol^Jl) <^UVL 
JSLiJI ^ ytJl c^JU ^ j^J\ JL^pI i^lJb Jj .(Shera poe) ^ 
J jJ I jJ6 j Ajj^Jl ^ jli ^y jjiS' d)l jJL jLcj LJ is^U- j oLbJlj 

go 1995 f U J dJUjJ j LU ^Vl 11^ JjJl « y^ (Ryka) ^Udl i-%Jl 
^yJl tfytJU ^iidl ^jd! (^Ij ^ cL^l ^1 ibA^bU KPR ^ tfyJI 
f IjjJVI ^ (Ryka) o^t ol ^Jdlj oljuJl ai* JS" ^jj J»jJ| J ^ ^xJU 
. Ja2i (^U>fi) olJ~Jl A^UJ-I StJb-^ll ^y ^JLij 

^ ^jl_pj Sheripoe Lj'VI ^y cJl5 ^j^Jtil * jJl 3 
c^-^l ^j-^Jl J Jjj-i j\ <y IjjU i^bll J I jJlS" ^JJI IfjUbJL* 
<i^JJ yLdl JJ Shenipoe c-jo diJS Jbuj .c^odJl JLolil viJ^ Sju ^ 

.oU~Jl ,li>- jt o^U ^U>.NL ^-lil JJ <y 

OUT liij ^1 jt ^jiJ! jl ^1 ^! J jll f AP L^l 

c-w»j JllJlj JjjJs j^p jS t jjjJi Jjj>- *-aJ^- (_o^ Ajj>- iyrj <y 
,f -Gl Poe SL^ J ^U- c^o^ ^Ub. 01* II* Jl ^UJ If^S J 3 .JU Poe 
V 1 ^ 1 ^ ^Uai^l j,juJ Ol^j l^UU! J <JU^ ^j l^Uipi 

V jl ^k^J c<^- 3jp-j ^y jbN OlS" JULj LL^JI fl lL 

. .^LiJ! ^y j^f JJ ^y u-jLsXpVI tJU^J yj 
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, ■ dUlUI SjlkjJI 

j ^SCaJ L^U>. U*U-I J Poe ^ clsfl> jdl £o1 ^-1 oJLa JS' 

sj^ll V-yJl ^ v oj^jj ^jj-ii! jT t^Usj ^oLJ oJb^L ^JiJi 

oJb-t c.i',tf> ijjb-^l oJla Ju> oj^I U^p Jj ^jOJ! ^UJl *|jbU Ojj 3 /l 

SJ (^L-^-^i Jjj^JO jL^pNI <j±ju ^L^-Nl J^Jl Poe cjJl_^4 j 
Resorting ones Self Esteem ^pLt.JJ L^-Ljt ^ 7.7 Poe c.^.v?> 

jjj <bN j jt v L^pI oNb- J y?l jill o1a~Jl U>U-1 ROSE 
2JlS *IJbM <k y t y (Tag) J^N ij^-j iiUl <L5 ~J> '-^ j' 

. Ja55 olJuJJ J5l^ ,|jLLl f IJL^I 
4>waJl J i^s^U J 4> ^LpIj gdl 4^>l>- ^ *S 

yj .oLlJU oJLil SLUl U^t JLp 4^jJJI oiSlj oIjuJJ aJ-J! SLUIj 
.Ryka V,l>d! l*> ^lil ^bjl MJJ-I c5^V 5j s- 
L^liLl ol y> y^JS Ja^ Ryka c^Ji tJL^- J£JL> «JJ-^Jl1 c3 j<~^ i»aij 
SJL^JJ J^Jrl JS^LJ! ^ Lii^il UlSLil l^LJI ^I^Ul olU 
oLuJL 4^Ui r .0Jb tf^JUl olu cilJS JJ <iUl Sltflj 43LUlj 

UJ~l jl*_Ji DLS'j ^11 ... ^jXi iCfrA ^ c<>^Ji jyljJJI oUpLJI 

J Qwi^ cj^-U SJiJu* *-b* ^ ^j^ 11 ^ ^j^ 1 " bl JO**.* 
o^lj 3 ^wJl jU^</i olji oUJJ Js-JUl J^Jlj ola^ »LUI 
^ ^jl/ ^ij ijU ^!>U uj> ji ^iV- 11 ^ R y ka ^ cr^J ^iiJ 

J^ 1 ^ jw u ^ f^ -J dt ^ l 

* Pride. William. M. Ferrell. O.C (1987) Marketing Concepts and 
strategies Houghton Million Company PP. 190-195. 
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,3>^ l f*w in n't J AjJ->o 



£-» cj j^Jl LiUg:. m>V Ryka ^j-Ji jJI L>^3\ JL^Vl ^ U .1 

.(ROSE) Jjx-^ ^UM ^jr^-l ^jJI y> U .3 

Ujfc -U j iULLl If^jj Jl^L LiJbdi Ryka ^ dJLVI jl\^j»L> A 
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Market 




Consumer market 




Organizational market 




Marketing strategy 




Market segmentation 




Undifferentiated marketing strategy 




Concentrated segmentation 




Differentiated Segmentation 




Segmentation Requirements 




Measurable 




Sizable 


L^J 


Heterogeneous needs 




Homogeneous Needs 


4^jL>*r>i /i^jULi* 


Reachable 




Company resources 




Market Homogeneous 




Product Homogeneous 




Market competition 


5J j-Jl 4—ibil 


Bases for segmentation 




Demographic variables 


ol>y.AJl J^I^Jl/oljoai 


Geographic variables 




Psvcholoeical variables 




Behavioral variables 


Ss^LJI J^I^JI /oljjJdl 


Benefit variables 


JJly jyU. 


Social variables 




Cultural variables 




Age 




Income 




Sex 


IT* 


Occupation 
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Educational level o-^L^t <i jz~±\ 
Family size 

Religion £LjJ| 

Region JLil ^JU iakdl 

City size iijjdl 

Climate ^tdl 

Buying situation j\ ytJI ^jll 
Consumption rate ibl^Vl /JU*i~,VI JjUc* 

Loyalty ,V 

Brand name tijU^I p-V1 

Trade mark ^djW^l iOUll 
Marketing Influence 

Motives ^Ijjjl 

Psychographics variables a^-A-J l ol^cdl 

Personality I^^jJI 

way of Living ^^jlJlI v 

Operational variables UJLtill ol^^d! 

Purchasing approaches ^lyLl! J^Lu 

Situational Factors *t^^l J* l j*J l 

Personal features L r aj^\ u ^l A ^\ 
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AijiyiaJ^jll 



Consumer Behavior 

Introduction 

L$> LaI^JlI j» jJbJI ^ 4p j^f Ajlir ysj ^bull Jj^k JjJiwiJI IJu J>-IJb 

. (1> S,U& olidl olJLftf 

Consumer Markets i£=Jl£LA\ &\±uj) 1-4 

,1 yDl aJU^J Mjui^I j L?l ^Ji SjjJLlI ^jj j ^ l4^>. jt UJ 4>-U. ^jJ 

UlLj jl 4*Ul ^ J jj-j Authority ikLJI j 
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jt JL^a-iJJl f-fMjJ r*^r^ jVM <>1 <y oUjilj ^JlJI OjJw ^iJl 
. (2) L^j lJSjlaI j^>J LplJbki^l jl l^w s^Ul lJ^j j U5UJI 

*l ^JL./ ^Ul ^^wJtJI .'Ultimate Consumer 

jjLJI AjJ^-i (»j-Hj ij-i J-£ .'Industrial Buyer ^lu^JI ^JULil 

Consumer Buying Behavior :*iJUL$i~UJ jJJI i5 jU\ 

u^i^ u*M cSJLiUij yu-i cr^ - 

gtJ ^1 oli^l dlb ^ ojU -A a%u~JJ ySl^l iijUl o^J 
<3 >sa>- <>• Vtj^ j' ol>«id U y> 

:(\-4) J^JJL yhU5oJUL J>LJjV! 

. VJi ji^i d/Ji .1 
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.Ajail^ljJLlliijJUl .2 
.Jssai^^liljLJl .3 



Low Involvement 



^1 jl^LJI djUl 

Routiniscd 
Response Behavior 



Limited Problem 
Solving 



High Involvement 

«^isa! ^1^1 il^UI 

Extensive Problem 
Solving 



f 



4_5jU ^->Jj 4_JjJU 

Lj jjj S >1£ (3 ^ ^ iJLJ1 UJ iJU 5>Lfc (3 

5JLJJ ji^ J[ £b£ (4 c^iX- d^joU jl^ JJ (4 

jiU L*JLi (5 ii jJU j^p iS'jUj oJL* o (5 



(1-4) J£JI 

Problem - Solving Continuum 

Source, Mc Carthy Shepire and Perreault (1994) Basic Marketing Edition, Richard P. 
73. 

Routinised Response Behavior Ja^-Jl jj\ J\ jJtJl il jU\ (1 

f t^ij^Ji iijUi s j^- yj 

. jJ! ...jA^Jl t^Jil t ^SUI Jju .iL-j^l Ul^. oUed! 
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Limited Problem Solving a jJbM J\ 6 jJLJI (2 
Extensive problem solving vJi&l ^1 d ^Ul (3 

j! 3L£l J-i oLi'jlil ojli^j jiUa^ sjlp oU jJUil ^ <JM>- 

:Consumer Buying Roles ><2J1 dJ^luJI jijM 3-4 

.l^tJI UUp f Ul J UbJI jlj^l 

v-^J jb^ k*** tiiiLft j 
jt <*L~- f-lj-l j jS^j j\ £jju tjJJl .yi^Ji .Initiator jjUl .1 

j£l <j L-jj J^i !>J ij^-j b & <|iJl u-^JJI :Influencer jjjll .2 

.y jii jU-l pjfej ol. MjJdl JLSji-l 
j! f L- J5Lt_, A yJI jl y j^a ^JJI ^til yj decider jl^JI .3 

slsi ^ jj b\ c j% ^ u-*^ 1 >* : Bu y er A 

I+ISJ^ L^U *1J1 f ai^w, dlhf ^JJI .j^J! y : User f jAaJI .5 
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5*1^1 jljjtf ^i^luai iUal a^U* <>*Lh» 4-4 
Consumer Buying - decision process : 

:(2-4) JUJI J^JJl J ^ r 

















7 



i^ldl JjIjlJI jbJL-i 






















^ 

,1 ^U! jl = 



(2-4) J£±JI 

.49 ^ (2000) v>j*JI 
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Problem Recognition i^U-l iJl j^J .1 
.bJu£ 5jlLJ 4.^-1^ dll^Jl (_$jJ j Ujulp p! jjJl iJLp IwU 

JJ ^UJl JiJi Ja5L, j olS Jii SjLJl ^JUL* dili ^ JliLl j . L>- jU- 

.Establishing need 
.'Information Search cjU ^Ldl <y <^*JI .2 

.oU^Vl - - £J! Jbrj j>U* ( v 

'.Evaluation of alternatives JJUJI p~H? .3 
IJUj Sajuil UosU jt <*JUI ^ ixbll JJlaJi ^ tillfUl f> * ^ 

^Jdl U ^JUtii f a^. U S>Uj .a^-bdl JjIjJ! ^ ^ dli^ll 

: (6> <y 0 ci^ J (Evaluation Criteria) 
.jl^U ^ ^1 £fj (2 .oU>dl (1 

,J5|jlJI 4jjUil (4 V yh J^ 1 (3 

o-kl! JjLU! cii^ 1 Cr 1 ^ ^ f l^x-l 

Jj* f d^Il ji ^1 jU jw> ^ Jlil ^ (3-4) ^1 J^tJlj .1^ <y 
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^ I $1 mil iJfrLm . 

tlJU j» tlSj^s ^ j UU! o! jLJJ JslJb LJ- jjb- o5 ^JUl! <jt : Jbil 

OjdjJl J jr^Sjdl c4aLJ| oUL^I cJ^JLJlj p^waJl i j^Jl L^Ut ^yajLa^ 

ouj^/l ^yaSUaJll ^LJ Jj> JjIjuJ! oJu ^ JiJj J* JUI J jail 















730 , u^J] L 




740 3UUI bljj^ Jvl <>l 








oliUN 710 j 


JS^JIj ^ 720 j j jS^II > ^dJ 










SjLJI JJlJb 


•t 


8 


10 


8 


9 




7 


9 


7 


8 




! 


8 


7 


6 


10 


(jUvvJ 




5 


8 


7 


9 






4 


7 


6 


10 







(3-4) jSLii! 
SjU- J Ubll JsljJl 55jUl ^UaU 



0 yjjil jIjlpI 

.tf jjll L^Jl LLu IJUsj J,ju JfT J ^UUi ^L* j3 ^Uu" Uj></1 
= (8 +0.1)+(10 x 0.2)+(8 x 0.3)+(9 x 0.4) =\3yy SjUJJ tfjjdl Uil 
= (7 +0.1)+(9x0.2)+(7 x0.3)+(8 x0.4) =!JU y> SjUU itfjjdl wJl 
= (5 +0.1)+(7 x 0.2)+<9 x 0.3)+(10 x0.4) =oLJ SjLJU tfjjdl UiJl 
= (5 +0.1)+(8 x 0.2)+(7 x 0.3)+(9 x 0.4) = ^ SjLJU tfjjil 4*^1 
= (4 +0.1)+(7 x0.2)+(6 x0.3)+(10 x0.4)=^JL«, r SjUJJ ^jOi! JUJdJ 
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... — - — ■ "fU jj^n 

{Purchase Decision Making ^lyLSI jljiJI M2I .4 
ol* jlll 6h u-* cM^l jUI y> dll^JJ ,1 ^1 jl^ ^ ^ oj^j 

juUl 5 jJ jloJL« ^ xoo" :Attitudes of others oUUi .1 

JJU^J {Unexpected situational factors US^I j^p ^1 J^lj^JI -2 

tPost - Purchas Behavior A Jbu U il jJL* .5 
M^l 01 cr* Zr 1 ^ f ^ f ^ ^ ^ 

.gi jdi cijU djaii /yUai 

.U J! f J~ ^ dLl^ii ^ £ jdl ^ & < ^ lib 

:Post Pouches Cognitive Dissonance A yUdl 

jtlJ> dU^Jil ^ JL2i . JJlaJl 0* ^ yU * 

>t 3> ^ ^ 0^ £>1 J 51 ^' «jk <>- ^ b; • , t^^ 1 Or 11 - ^ 
^U^n/I js, ^jbdi JiiJ j^^l ^ uyn ^ u^j-W l> 
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\{T * .,..11 LtJ^Lj . 

, (7) ^Jl juj Uj JJi U oUjl>- jJJ oliLwaJi j»! J^U-I 
Consumer Behavior modle ^!>uJt dJ^WI 5-4 

jl j-Ui SL£i oM^rl ..A ij^LS yJI 4jl*Jl Op *^JJJU j .kail 
^JiJ ajJjj jJl j ol jJijll <y JuJl^JJ <L* ^J! 4j"L>- J>1>- ^ ycj a jiJU yJl 

oL-sai j 3>aii ^jj <j\ j*\ us Jj> jp ^ j diy^iL ^uli 0 u*J! .1 




(iUa-VI) 



(4-4) jSCiJl 

Source Philip kotler, 2000, Marketing Management. Prentice Hall. P. 172. 
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^M^VI dl^LuJI 2- spjll tMjjJj 6-4 
Factors Influencing The Consumer Buying Behavior 

:(5-4) J^Jl 

.Cultural factors UUiJl J^i jJl :Sl jl 
.Social factors LpU^-VI J^l j*J1 
.Personal Factors JL^iJJI <>l 
.Psychological Factors L^iJl J^l jaJI :lul j 

:Cultural factors SUM^JI <>t^)l /tfjl 

L^U^-^I LiJaJl --^ .Subculture ill oUtll .Culture fctiill -t 

.Social Class 



ilsUJi 



m 



(5-4)JfC!JI 

Source: Philip kotler, (1997), Marketing Management. Prentice Hall. P. 173. 
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.'Culture 4iUi3! (t 

.^jJLw- isLitj y^l cjLpjj cjU-U- V-? 5 ^' oboil <y isLHiJI jOu 
oUiJI .IfJl ^1 ^Uii! ^ f l^J>U a >JI <J jU^ jio* ^ j 

ob^ l^a.,n> Jrr J! Jrr ^ JirJ ^4 ^il ^1 IS jUl isU^I j 

^ jSjj ^Ij o UlsLl csUi ^ jt ^ J£)j ^LJ)/I ii ^Lii lulj^j 

p-^iJl ^ 4_P j^f pJbCLj l j^ > J J~*^ (5 111 JikJU .^^l^Nl <S" jJL- 

jLJI ^ U 1 ^ 4JL2JI oij^kdl jL^j J[ L5b Jjj^JI J ^SUJl ^^u-j 
f U^>U JLiiJ! J ^pdl J till JUi .l^bTJ j j^I^lJJ .yu-, jl ^ ^1 
oip^lij LijJl olJUwJU oIpL_^> sjlp J[ (_$^t iJjJ! ULJJIj a>wJIj 

.luuJaJl oUjdlj (1) jjhjJl ^ Jit oL5 (Jlp jdl 

.Subculture >li oUiJI ( V 

^ L^it Lr lp 5_^p jiJl cr^ij -hi oblpj 

olJUiil >^ ^1 iLS^LJ! goUdl JL*aJj .j-^l J ^LS^ j kUJl onJ-! 
cOLJ^JLll o ^1 oUULl ( . . . ^1 j Jju) vyJI oUUil 

."'U^l J^U ^ jhJI* jjAJI ^ p^U^j j^fu-l 

:SociaI Class v>U^VI UJall 
J_i ^ aJ^J^ ^ ^JU! J>-b Lp j3 l-LWaJ LpU^-^I ajji 

jt f UbU'^l ^JUdl" l^il JLp ^U^Nl UJaJI UuyC .^1 a! yl 
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7S JUL-- oLoU^lj pJu I^Up! ll JJLj ^ JS^j 2L?jll J t*^' <j A ^ 

JJo .UjUIj jJl j UWl ^ j i™5j oUJp iitAJ JJ LpL^I olaJdl 

.4jUl^ ^1 il jJL J[ Uol yt J^r £^ 4iJs 

:Social Factors "^rUl>VI J^jJI :Litt 

.Reference Group JlI oULJU (t 
.Family JiiUJl 
.Roles and Status S^La^l fcl£LI j jl j^l (^r 
iReference Group a**^- JL\ oIpI*J-I (t 
Sbl Us* bj& l« Wi-I ii jLJl jfijl*. j>- o^Ur ^1 J liS 

j-iL. ji js^-j Oj^ii oi^ 1 o^ 1 ^ 1 <y <y> ut*j 

;_s^~> jJlj (Membership group) 4jj*&*}\ oU-L^ -r - ^ ^ " ' 
LfeJl JpUx» ^1 oULi-l :Primary Group aJj! oUUr (t 

.Informal Group U^j jf oUUr c^ili! JU^I oUUr Uul 
LjJ t|J1 oUUil : Secondary Group oLpUt (v 
J«l Jl ^1 J^r ^ £j^l cr" ^ UJI > UJ1 
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.^ai^luiU illfrlm — — 

.Formal Group w-j oUl^* 
^Jaj ^JJ| ^UJl Jia .:>! y^/l l$JJ ^ oUUi-l oJlaj Aspirational ^j^JaJl 

.Dissociative Group 
:Family <bbJI 

a^LajSVI j iJ! J-*1 yt\£ ^SjL^j LgJai ^ JLi 

:Roles and Statues iJl£U j jl j^l 
W>j Jb^bi j^SCc ^AJ! oUUi-l ^ JUJjJI J I j^ap ^ yJl jwu 

^ 4_o *La_c4 ^-J^o jjJ! cjliflJiJIj o^pUJI ^ £p j^ji 4jl ( JLp jjjJI 
^1 5Jl5aij jj-UL jj^j ^^kJJI IIa g r d)> JUlj f jSj d\ 0 #^\ 
.... 4_,jJIj ^ ^yij coSbu-t ^ ^JLkJI jj^ i ^iil ^^L" ip^l oJla j l^br 
^^SU; ^1 LsKLL i y^ i jjaJl d^JJ ^1 aJ^ ^Ul f UJl ^JJ! Ui- 14 
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J^^iij u ^Un_J.^I S^Uj .<-KJl ju*^ ^ u ±£>\ J14 OwU-l ^r^jj 

:Personal Factors IguaAuiJl <>l>jdl 

.Age stages and Life Cycle ^Jl J^ly j oU-l Sjjj> (t 

.Occupation <iJ? J\ 
.Economic situation ^pLa;S*jl A\ (->- 
.Life style zLM Jai 0 
.Personality and Self concept olJJl j» j Ajva^-iJl 
: Age stages and life cycle j^JI J*-l yj SU-I S jja (f 
*jJl\ 5U- *LJt ai^Jil obuil oUa-M j ^LJI jL^I U*j> Jay 

ajuii >i jli jij^Ji iJ>ui > sui sjji j^iy j$ 

JJbfe iljJL- dULfc i^p &j <JL>-y J5 Jj ."JUM ^ oj^U^ cJUtf 
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'.Occupation jJI (cj 
:Life Style sUl 

A-Lkil jl y}\ oLiUiil jo/ JUL-, j dj^i ^U! ^U^i^/I 01 
oLJ-l Ja_Cj .^-^1 ^ ciJbSt sL>JJ iai ^ 6^ ot ^ LpUip-^I 

jj-Slcj «U ^p- ^ILxJl ^— * <JL^Ujj Si j~>-j ^j^2j SJULi ajj^> flkp^! <uiu ^ 
jLw^IL iUJudl j Activities tfltUu (AJ.O) Jt>U- ^ SLJ-I lu: ^ ^wdl 

.(J^mJI tiJLdl ioy>l cJ^Ji) LJhJ! v-L^i 
.jj^lj (^UUailj ,LjJ<!1 jJI cSj— 1fl iJ>Jil) Interest oUUaIj 

pJLdlj v-W <4-^Ui^! LUJaJl jt^JJl *| y^l ^tj) Opinions 

^ U>Ldl <jU^Uj OL^NI iliJ oL^ j sLLl Jai ^ 

.'Economic Situation loLaiSVI <JbU (3 

.JUSJU JjIS ^ H j} d\S IS1 ^ f ^UU.^ £ bi ^JJI ^^JJi 
:Personality and Self Concept olJJi V^^J' C-» 

V 1 ^ 3 ' r^j^j u^U^i jfjs v^Ji 0U1 01 

V'^ 1 46 J 5 ^ c^ 1 V^J^ ^Li^Jt ^ S>ir ^j^i dike ( y 3 J^ 
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^UJ ojU^-I *Lj*1 ^ JUJI J^L- JjU j d yjJil ^U*^' t^ 1 a* ;ULdl 
Ub^J» bjaj jUjj JIJJI illj^l jl Self Concept olUi f ^ y> j U^JLil 

f ^J<i! ^ j ^1 ilbj^ ^ JUbu JliLI -u-^l 

: Psychological Factors amiAW <>l>*ll :L*j[> 

j\ d >Jl JU> jijj 4~-U lHj* ^ u 

.Perception (uj .Motivations / ^ajj^I (t 

Beliefs and oUU^lj olJubdl G .Learning ^1 

.Attitudes 

.'Motivations /ulj 
jl/* ^ S^U ^ ,^Jli S^U-L ol^^Jl txJ 

iJUiljJl 5j_2Jl y. Motive jiloJIj .t-»b ^ ^ ^ • L ^- ^ 



(12) 
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.^-ilglnilldJjJLj ■ 

a*JL 11 A jJL_j ^JULll j»LJ '.Emotional Motives LitU -t 

JJL^ i*JU^AI f t* :Rational Motives 4J^Up /SJUJi j gii 

iULJI ^ LaUaV! abLlj ^US^I cijjJrl) Ji* ^Uli^b 

J£iJl j£-J> r y> LS t U JS<M Jl f >l JiJ aiP A^t ^1 a*aJU tJL*g 




(6-4) J£Ut 



lyj- 190 ^ jjU UrjJ /juji .j+I /j^l /Ojj^T, >-jjr ^Xi ijJuJll 

.(2002) 
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:Perception (<— i 
^\jJ-\ iL-l^j ol>iil JLMI j\ .<b Vl ^bJJ ^ oli s JJH > U 

jslui jujbJ .1 yui ji i>L2i uLp J Ljj Ijji iiijO/i . Lr -^i 

Selective perception / Exposure ^jU^-^l -^Ij^)" 0 

LV>I ^JbJJl UtWI oiS oUJIL f La^l JI Jff <c£Jj oL^ll »1* 
.4JU-I ^.ULl AkJjll ol^ll Jl j^Lc ^! jf ^1 .^bJyj a;UU 

:Selective Distortion ^jL^I -UjJLrJl 

: Selective Retention ^jL^-VI /U! 
oL jiA\ /I- J|J^ ^Jj oJj^IXj olj U ^1531 Sale ^ 
.UjL^-l f jJl *AJ\ <y JsIjJI UUdl o-l^wj m y jll 
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.Learning ^JuJl / cjU^VI 

^ ^ t UULi 13 ^LJl iU! J jwJ jl 1^1 Jill Jb/gdl j S ^JL) 

^rj ir* hj^ p-*' J >*±&f~^\ ii jJL- ^jS j^b U ^JUxJl oL^Iaj 
jj* US' Stimulus - Response Theory j jjji! S^kJ ^ o^kj^\ Jai 

:<7-4) JUi JS^Jl 



Drive 



^ Cue 
L^-jU- lob » y 



Positive Reinforcement 




Response Action 



Learning 



Negative Reinforcement 



(7-4) 
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L>Jqj j}-* o* iJo&A oAjj <y±*3 J£ jt Jl il 

<udl tjU U lift j aJII ^j-jD ^y> yd! <JU- J ii jUl j! j»JLp 

;Belifs and Attitude du\ ^L! j oIj^Jl! (a 

j^J <ul i^^u- ^1 ^Jl iljJUl Jp A j% J>$ 
Jyj olJLfc*ll oJLfi jt <c jw *J jJ- jU^-l Jl ©aj5J jJlj U ^ 0* 

ojj^aJI JiZ 1^1 .iJUJ-l 43ydl oUfc*ll plft JjXU ^ .ol>^il 

Jukju jJ jLtil ^ Ll£l jl LL, Ojfi jjJIj jt oW& 3>JI 
c J-^J^l Aj^ LJUI cJJI jil J-^ Jij 5jj^ ^j* o\ 
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2-JUg 

Case Study 

^sJJl Cj\J}A\ JLjJI^j pJ p J .(ilSjwU* dl) 4^ j U JLp f-b tJ-^aiJl lJu j 
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*Jld\ dttf.W Xfi A Jill j! J J^l^ ^ U : I 

? J i — *5 ilfc>" ;4 — sj^i f — i^La »4 — -I p 

? Jl^JI II ^jJ .IjJJl jljal jo* :5 
^Ji ^J,j v-iJl ^1 «iU#Jl djL- > ijJjU u L L^' ^ :6 
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Consumer Behavior 


,'11,:. 11 ii^L, 


Consumer Buying Behavior 




Consumer market 




Routine Response Behavior 


Jl j\ JJI iSJUl 


Limited problem solving 




Extensive problem Solving 


uissai/ji *ji ii jlji 


Buying roles 




Initiator 




Influence 




Decider 




Buyer 


- 


User 


l» JL>iT.„...ll 


Buying decision process 




Problem Recognition 




Information search 




Evaluation of Alternative 


JJLJI ,^5: 


Evaluation Criteria 


r~ v - 


Purchase decision 


j 


Attitudes of others 




Unexpected Situational Factors 


h3 A\ fs- ZJ& M LI «*JI 


post purchase behavior 




Cognitive Dissonance 




Black Box 




Response 




Stimulus 




Cultural Factors 




Culture 




Social Factors 
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Reference group 


• * j • 


Member ship group 




Primary Group 


Uj^l oUULl 


Formal group 


Jl oULJ-l 
- -j • 


Informal group 




Secondary group 




Aspirational group 




Family 




Roles and status 




Personal factors 




Occupation 




Life style 




Personality 




Psychological factors 




Motivation 




Maslov/s theory 




Perception 




Selective Exposure 




Selective Distortion 




Selective Retention 




Learning 


,JUdl 


Reinforcement 


JO-* 


Beliefs and Attitudes 
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t 

USlo^lj 3 K Mill JLJtJL>3 : Vjl 



Information Marketing Research 

Introduction ^dLoXl 

Ol JuV Ujj^JI oW^)!! LJUi aJI^j J U^p J 

(5jL4 t^t JLx; J pjJ\ JJ dJUi U j^Jjj jLd! J f.lS'JLII 

S ^Jo calls' iij U liyw ^^Jlp 1]jlpLw_» <Jj_^ J ^Ji dULS b\> ^ Jb JLp- 

dJUUJ JJL^l j^jJ-I Jl J j^^Jl ^ ik*L^ l^it SI 1 J^JI ^Ut pI^J 

LLU l^JUi- dUSj L^kJj S^^l ob >d| ^ ^>Ji ^ ^iUi J^t 

;Marketing Information System ^jj-" *l LjLo>bd1 f Uaj 1-5 

i^JLv-tj (3 ^UwM ^ ^j^Ji cjL- ^Ldl fUa; ^U, 

y> J^liaij .0*11 jSUi <0t " Vjj^xJI oU jJUll f Kotler <J ^ 

- 155- 



O j-wjj ^jj^si] jl jiJ! ^iaj j l$ ajj~c}\ il~>u3\ (.aJuj+~z}\ 
jiUaxU huj^l j^l>A\ JL*j ^j—Jl lL^JI ^^Lp JvaiJl 

.(1-5) JUI J5^JI J^j^ 













•< — »■ 

































( — ) 












5 — J 


h\SJ\ 



(1-5) JS^J! 

Source: kotler Philip, Marketing Management (1997).Ninth Edition- Prentice Hall 



P.41 



.UJ ^ j^l ^JU <y Ll, f lkll IAa (1-5) J5^JI 

c-UpIS ,Ljj JjS^J ^ &jA\ Ji y ^ ^U-l JjJ»* to-e 

d^j J^Us-Z^I oLUIj »^JJ U^UH o!**-Jl a* kj^Jl oU>Al 

LJI^j JLiSj J*ji J ^JLpLJ JJuil cJ»)l Jj JOi^ 
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.ojj^J! Js j oU jjJl j! j& jijtiu jlJ^J .2 

.oUUNl v_ik£ J oU jJUil ^Jb>d 4ijJ-l j <jcjl5JI oUUI go .3 
.Ul jJI w>LjJI gSLdlj JU.)! JJUdl f I.U^L oUUI JJL£ .4 

.4x111 OUUI UJ. .1 

. f iJLi^^J iLU oi,> ^ l^cJiJj oUUI U-l~ <j> .2 

Internal Records Information lJUIaJI j-iJI cj^**- / oU jJU> .1 
5JU5 p-~iJ ivava^lj aJWjJI aS" j.>Lxo ^ f jd! oU jJUil 

: (3) Marketing Intelligence Ui^l y^l^^l c^LkJli .2 

• uwildi olkLiJj JLpt 5JI^ J>U ^ 
:Marketing Decision Support Systems i*A> J ~d\ J j^l ^ .3 
f UaJI 11* cL-jx J^LL- <u£Jj LJU-b ! jJ-^lo Uuj jxjll li* ju. 
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Marketing Research Jjj^JI <i>yS- .4 
Sbdl JbjjJ yJl jj iJL£ £^ UaJjll gSldl j oULU ^ 

-|| <iJs> j]1 Igjt JjjJI ^4 American Marketing Association (AMA) 

f-Lit ^Ja^a ^L^t (3 >vJL) ^ril ^Ji; JJ Jjj-^I *I>>-1 

l^j^JI ^Ij^J j_£c oU^dl ^s-Lp CL> y>J\ ^Cju N j gdl oU 

jI^_aJ! ^Jl^u oULJI jju-iJj J^j cij-^ ^ j£ 6^ 
ojb)ll J5-UULI 5JUU1 JLJW! Uj>JI j-Jrf .V-^' ^1jlj*JI J 
U j^Jj ^LJl jrUi^ jJUs ol j! yi\ i&\j\yi\ SL^i j SopL^j 
.uwUll 0151! j cJjJU dU|i~JJ Ujjijsl l^jjJj l^jyj 

'.Quantitative Market Study J **"l>^ - 1 

.L-tU u^ U ^ ! J ^jSl cJ W~ O 5 ^ il 11 J*J* til ^ i^b 

Qualitative Market Study 3 W 1 
jL^ £l\ l^j-J) ^ ^-^C ob ^U* ^ 6y*-±\ Jl 

The Scope of Marketing Research Cj!/L>^ 
gjll ^Lp »tf J^J jej^ll oNU Ji^ 
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.jl jill IJu S^jll J^l j^J! j jJiJl jl jilb jL* U j 
cjislt ^1 j ^JL-VU J^U j jJ^ J*^J :oUJ.I ^Ja^f .3 

. <5 u^ij jkjJJI v^^J ^Ul V^jJ l^U^I 



oUUI 



oUUIj 



(2-5) JXiJl 

Source: kotler Philip, (1997) Marketing Management, Ninth Edition- Prentice Hall. 
P.110 

Marketing Research Process i y2u^uuJ\ £j&%J\ Cjl^lai. 2-5 

.(2-5) Ji^Jl 
.J^>J| lJIjlaIj JKJtil JuJj- A 
.d^Jl <k>- 3lJU>( .2 
.ki~>cJl <Jx>- JLi^j J^Jaj .3 
.oUUl / olk*li JJL£ j jwi; .4 

.1*1* Jj^LI f ^1 gSlsJI p^JUBj ^ .5 
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Defining the Problem and Objectives 4^JI ^ijLA^^Li^all ju>ji>a 
3jL>^ oJ oL ^ IaISo Dl* j^jJ. i lijj .U> y 

(6) ... . , 

olxJd i*^ 9 " (j^^-l tj v-^Ji jt JjjJI jjj^ jjjL tjlill (Jlxi 
JsL- Jll J^U- Cj^Lf^i X L<J»u ^1 ajpjJI ^JLo 5J>>^31 

0 Jl* ^jjJ- Uoiil ^L-^l Ohj "uA 2 - 11 cH ^ <J 

*J ji^ll ojjh ju4 J j & jl tAH^l *i^JI a&J 
Exploratory Research U\ JbSi\ Ifi^W I £>y^\ .1 

rDescriptive Research V-O^ - 2 
•olj^l L-U J5^: jt ^ ^1 JsNoJl ^ ^ 
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:Causal Research {J ^J\ <L^J\ .3 
(cause ^^Jl ^ aj^UJl oU* ^3 ^ S jLs> 

Jl 7.15 i^wli-l f ^U^i Ja Jlill ^ and effect) 

.^yL^ ^Ji ^Jl Jl Jl&iVl pes j 2u5l jjJL *jJl ^ U 5^U j 

'.Prepaying the Research Project t!tfJt^a> jIju^J ?Lut3 
( j_J r 5JUi 5Ja>- p .0 ..rr 7 J ( yS3 ^j^lJl cLj>J| 4JU-P J iJliJl <JU ^11 

.CjL^» jiJ! (1 
.4-|jjJ| JjjJ- (2 
.oUUl j^Uro JbJL^ (3 

.oULJi ^ Lj-JUt (4 
.5Jj^l oUUI ^ oljil (5 
:Hypothesis Formulation oL^ ^iJI <pU* .1 
d^UI L^S ^ jJ! j oUl J^VI Jl i*Jl 

♦ 

oIa JjjJ^- Jl oil 

< Q-~i>yj ^ — =-Ui Sj-^J ol J>v aJ JJ oU» jiJi Xx^jj 

* 
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— — 4_l^oUJ! Sjjv^i 

V^ 1 JJ^ c^^' Oh o! ^1 jsl £^ f jlpj tjjl j^JI ^U£l ^ 

^ ^ >^ 
.'Sample Design <Lp .2 

.^jJ^J! ^ o-^ jLx>-L o jJL^jdl o ^t>-Ul 

^.1^.^,11 jt oIjl^ jJI j j^bJl <y ^ jJLjt ^ "Sample" Ujjd! fc** <-*jyu 
.Jtu j^iil ilj^JI fl ^ J&ll ^il ^U^- 6j£kc ^JJI 

.Probability Sample JL^-NI jU^Ni / iJL^i oLjJI .1 
.Non Probability Sample d >a5ll jt^l / yU^Nl jvp oLyJl - 2 

•.Probability sample iJLi^VI oL*J! (1 

:5JUi>-N! oUl fLJl 
Simple Random sample :a!u*JI a-51^JLJI 4~J1 (t) 
^jL^ JL^I j-^ii aljJt ^ v ^ °M <>• t^ 11 1ife <i 

.tJI jt g£\ Jirj S^lj ttfc ^ 0^6 
:Stratified Random Sample :UJaJi fc^l (^) 

: Cluster sample :hs iljJi (gO 



- 162- 



:Non Probability Sample aJUi^VI js> oLjJI (2 

.<jL2A-L Alii ^ l^ia j JU jjJl Jii ot 

. (9) yu^vi ^ oUI f Lit 

^i_> oL^Jl ^ j^Jl iJLft jj :Convenience Sample <^JI (f 

^Jj> ixz^ji ^ybj '.Judgment Sample (J^^icM) i^JUfell <XoJI 
olwJl yJi lift J : Quota sample L^J-I <V /V^^"' (<r 

:Data Sources otiU I j^La* (3 

.Secondary Date aj^WI oULJl (1 
.Primary Data <J /i\ oCUl (2 
Secondary Data ^bJI oUU 1 .1 
f JJ jJlj il^Jl ^1 >I jJ> ^1 ^ SJl^ o j£ ^1 oUUI dllj ^ 

OUUI i>-L" Ic^lL. **>u Sili^V! .wl^Jl ciljJ^tj iJlClll u*yu 

.1^ Silil^^l 
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internal Resources 5JL>-b j*L#j> (1 
( .... Oj>ll ca*UI £teH\ jJZ cobuil ^LL- Ji,) 



.External Resources 4~rjU- j^Ua^ 
i^JUJI oUUl t^jL-j 03l y (1-5) JjJb* 











j\P .2 






J j^aAl i^j^ .3 




&L~> jS j k la^dl J obi* ^JLi-^J .4 







<ku> l*it <y hy^ oUUl ^Jb f j% til ^A^JI <^U1 <>j 

. (10) " aj jjU! oUJI oli^l lil AJjt oUL ^JL ^ N 
: Primary Data aJ oUUl .2 
<J~>JI juji^JLj ^ywL^Jl If^r ^ ^1 oUUl dU; 
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:Methods of Primary Data aJ j^I oUUI ^ ^JUt (4 
: Observational Method fla^l <5j> / U\ >l (I 

:Experimental Method vi^JI / jt^VI (uj 

:Survey Method j^n^-i £• / >^ V 
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Tools of Collecting Primary DataL) ji\ oULJI ^ ol ji! (5 

: Questionnaire fcLu/VI / 3jLi**NI (t 
^ SjLjP ^ oUUi ^ UU^I j U^l ^</l 5b</l ^ j 

\lM\ 

^tj !>L*i ^ OL^-^I SjJL5 ^ju :Validity <J|j-sJ.I * 

^Jj -u-UJ U SL^/I ^ ol :Reliability oliJI * 

:Telephone Survey <3b\X\ (v_j 
4jL^^lj^ojy ^tLfllL^^^ oU>ll^&> JJ*t 

SJb^>- ilxJ £yk> jt l^wj jjU J&J .JU^ill jrJ> Ul^l JO ^kl-oj 

6b tJ L^^J j^it is\ y £p ynii iLuii ot ^ .W* j-^ 

JU-jJ ^ oU&JI ^ 0 j-SS ULC ,1^-1 Ju> oU&JU . ^J^ 1 

J_i ^ oLU->! iJL^/j j^H o-> xy ^ *A d & ilfi*tj .cililrVl 

.J,U1I 

: Personal Interviews *l l SIjUII (g_ 
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<LjJb$ uull Cj^>^JIj Cj Labial I 



oJLi L^J J\ SjJlIj .oL jLdl ^ I j^S j ^J r ^a^-J jt 

UjLSII l^lj .5JLU1I ^ iSjJ- j^JLlI jt uw^iJl! obbrj jJjj 
J ^U^Ji^l ^ ijbLc ^ j Individual Interview ^iJI .1 

Focus group ^ J01 Ip j^fi ^^Jj .'Group Interview ^Ui-I iLLoll .2 

4_>- jlla 4-JLjL» J <*JLJL-l ^j^j j» jjbj ^U^Ji! (10-6) S jPO ^ J^-J 

apU- ;}jL> J*U j^.j apUA-I j j^JI JjJLj -ooJ j ^li! gj^^. 
jl JjUil ^jjj c-ij^l ^JJ Jj .i«J oli tfjj Jl ^ijj ot JpUxU 



(12) , 



^1 Uij-Jl ^ _pJJ ijUal jS*i\ ol ja^fl jb-t U^UI .1* c^j^t Jij 

■OyJ^il jlfitj J^il ^ g^J 
oia Jj rlmplementing the Research Plan ■•■ ^ ; t | ^u^ .'lijia 
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■ — 4oii^L>JI dJLv^JI 

ci^UI J^l ^11 ^ ^ ^jj^I! ^>J1 LUp J oUUI 

j ^j^wdl ^_^U! ^^JU :Presenting the Findings ^LlU! ^-bjja :Lulj 

i^UI viL^N :Data Analysis oliLuil j^j^iu /u.l> 

^ {j* 5 >i! olft Lilfaj .l«ip J^ ^Ji oUUI JJL^j U-U- cL^UI JL* 

iUblk^j ^w^j <JL>tf ^UUI Of & U J Editing Jjjdl (t 

oLU-Nl ^ J£ Oljjt jl f l5 jt flWl ^ l>j :Coding j^jdl <U^ 

. !>LU a. Lr 1 J* J^ fi ^s* 
J j^- J oUUI .jA^AJj v-Jj! p. '.Tabulation iJj^l *U>i 
05) J1>- J£J ^U-Nl jl >5 ±M cfr ^ -> T 4 J 

.^La^ll c(SPSS) Jt. UJOb. UU^l 
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Aj-ujIj^ l^- 
Case Study 

J-S* d\j[>czjt (j^ibJj .<jjUJl oUjjJLll ^iviiJ J J-*-*-* ^ 
j-tJ6 alJLpJ jJUlp gjj-tll la* J jj-dl SJ^Li j j:> j^l <>Ui! J glJ jt jj| 

. JL-l^id <Jl*.)ll 4,^1 ir^di .3 
.UUdl oU^JJ Ul^l i^JI oUJJ .4 



- 169- 



:<JUI SjUJi JtiU .4 
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Mfirkotinn Tnfnrmntinn ^v*»t<*m 


7 - -tl > 1 III 1" 
<Ljb j^Jjl OU jJLaII , 


Marketine IntelHeence 


7 ' -II .11'. Ml 


CApiordiory r\.esearcii 


•.II vll / !l ■/ Vli . t < 


Descriptive Research 




causal Kesearcn 




i\.esearcn project 




xiypoiiiesis rormuiation 




otimpie uesigii 




riuuduiiiiy sampte 


t L * t 1 1 t I 


iNon rrooaouity sample 




ounpic ivdngoon sample 




oirauiiea Kanaom sample 




dusier sample 




Convenience sample 










1*1 1 1 L 

OuLJI jJiUoj 


Secondarv data 




rnmary uaia 




f I J-*, r* Ci r\ f flit /-v m n 1 D nrnn 1~ 

ijoservationai tvesearcn 




Exnerimpnfril RpQfnrrh 




Survey Research 




Questionnaire 




Telephone Interviewing 




Focus group 




Findings 




Analyzing the Data 


oUUI JJ^ 
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Goods Decisions and Policies 



Introduction a^aJail 

L.SII j J j^ll ^-^jjJI U£JL_!l l^tL^I ^ £. OLSS ^JLJl ^* 

'Vrjlil Jl £• (> bdl yu - (j U eJUl ^ W ffeUSj 
^ oOpLJ ail Jl j^l J -J JljSJj (Producer) M\ ^ g^Ils 

j^JI Ot M JLiU cJJb* LJjail Jl^l J ^! ^S3 Mi^ll 

c|-" C^ 11 f**-^ c5j-J! * (t-P> *byt OiJ^ 1 ^ 0 £• ^ o^^i 

jt gjku^j N GUI gdl jt *iUS . (3) oUj jyij 
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oLLji! ijbl jLi JUL. /b^ V (k^Uj^j p^L- ^-U o>>^< 

cjbrb- ^L-J UbJl ^ bi^l Lilul Jl Ji V ^-^1 
- J! r bi lift, ^ UL& , ISL . 'oU^Jl* 
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Jj^l JL—Vl UtjLiplj ( JuJl <-^JlJLJ Jjp wijAi Jtj^ J^aill li& Jj 

JU^c J_JL>w3lj cJLJLii jvc J-aiJl lib IS .^LJl ^iU^l i^lil 
uxLJl oL- *b$1 Ml oL^JlJL^I j^jUl ^ ^Lli ^liVl ^Jl 
oUL. J jLJI Sjbl U~> Ji jtf j .^JUI ^jJ UUl ^bJl 

,ol j^vllj wai«J!j 

(Concept of Product) gJU^lciu^j 1-6 

^li-l Jlj-J! dUS J^JI oj>^ ut^il ^ a 4 

jjS-T ^ ^ f l "jLJ! b& ^ y 

jjUl oUjl^ J| <iL^NL cOjUJI o^Jlj UjJLIj ^Jlj 6jWj 3*-dl J-^" 
JSJLy L^i jl L*l^ ^ uj^ ol j^j '<*^j 
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LjIjII ojj^ J l^LiL? fcrU-l ^UjI OjJ^j <i^>- ^Ij^ Uxp 

toLSCa tjj^k-Ji Co tOsJbi- ;4aJL> jt ^jfCf US' tiL-iij cLpU>-1 t4*fljpj 

t^LSi col ci^iJU> ^U) iibUI VUbU j 1$pI y\> ^LJI Jt- tplil 

£-Jl Juu U> oUjLi*5" Juilll jf> p- Li Si I J^JLj jt^t Jj (. . . £Jj^» ^L^5 o! j*\ 

" ot McCarthy & Perreault <ijdJ - ■ OLwJI j ;J^ ^JS j 

^j— * C*w ^l^} J ^Jiw^J A^Jilfl i^jUj- {j> (j j^sJJ u^jji* t^j-* J^ 

cgT " 4lt «> gdd Kotler ^ . (9) "o l^Jp J^d-I ^ ^1 jj| ^1 ^ J^U- 
jt a>U gLJty SjLA-1 j\ pUki^i jt iJtA^Ml o^yoSyJ) *£J& & ^ 

a j-jr oJL^j Product Item gull ib j_a- 

. <10) Laj^j p^kllj OjUlj ^illl ^Mlj j^Jlj p>J-l Ji- ^Uail <y y^J 
j^J>j j^JIi olldl y <p " 4jt gdil Stanton & Futrell <y JS* ^ jjj 

f j^j^j ^^dl ^JLJUU LgjcJL53 ^ ^Ij gj| juj U oUjc^ ciUis; j ^Ul j 

SjL^ fij^i J* tp i U^j^ gd! ot djJLSi^ ^JU! Satisfaction U^lj 
>UJlj j^lj SjUNl J^4 ^ <jt ^ ^jLill Oli ojj^ 

Obu^J ^ JJJ ol Jilj . JfcdJ C^-U- ^UJ Ja2» tlfblJ JCLP 
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j iJUJI ^U^-Vi oUJJl Jl j L-^U-lj y-UJI jLpJI 

JLiJ j-^-^j J-i L-* IJLa j .4-spUi>-VIj 4...... ^"Lp j <LIa* Jj <iU^)!lj 

^ ^^oxJl JLJJ jt to ^LkJl J V-UI 4^ jJllL yuJl ^ L ^*Jl 

> (1-6) ^ij J£jJb v^5j jl^. SM k gidl j ^^U; 

^s-AJ oUjlP 



(12) 




(1-6) JO 

Mandell and Rosenberg. 1981 "Marketing".,New Jersy. PP. 249-250 ijxA\ 

Core Product yijJLI gsll :JjVl ^jX-ll 

Jl ^JULl! 1 yu M tf JJl c/Ji-l gSH V* J=~" <J 

N l*JWJ S-^lii pI^h f jJB U^p f % c V> lkil £L5}I 
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Tangible Product ^ yji\ gdl t$jiJJ 
Augment Product oUaii gxdl :<lJUI cS>~il 

Classifications jjuai < a-Llua3 2-6 

I^ajJoj ^\ ^LJI gljSl Jl oUkil tilUi Jijw £«l ^ ^wd 

N j ^'t ^J^JI Jjj^J <^JL-t j J> cii^ ctlJiJi 

L^j .^LJl £j ^j*t ul£J £u <JUi 0 j& jt j^S a^^JI lilx* jj 

i SjlLl\ OUT ISJj y^-l UUI dlhi End user ^l^JI dli^l y> ^^Jill 
dll^Jl d\ <.Ij>L^J\ ^LJI ^ ^JLb Industrial User ^L^J! J^uJI y 
jt ^^a^JI ocLJI ^JJlj ^iJ| ^^jtJi J\#}\ 

Consumer Goods ^=iM^VI ^-Wl 
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Convenience Goods © ^*Ji! ^LJI .1 
c 4_u-_ aj gLUJU SiJUcll OjUtJl oU}UJ! o}U ill J ^i) MJjO^I jJIp 

jJUI oi* *U J jiljj jtf ^11 4i jl>dt pIjJLj ^ L. 4$ JbJLj 

t^yjJl UlJ»L tijJJ-lj tiJUfcJl Mj-- ci-^jjj ci^waJl iLjSUiJI dl jjtl 

^ JUiNl ^ .oUJil Jbbj Jl tf dJs- lift c f jJl <y jjSt oUjtj 4j sSl 
J^Lu, jj c> J^jdl itf £^ ^J 1 ^ J 5 ' gjjdl 

Shopping Goods 

i^p ji ^iJl j\ gdl Jit 

cj^jJl gL- aJ^I ;45l^i JJ yrbll ,y *>JI J <^ W Ujj uy^j 

Uli^fll S>^lj «i>Lrtfl cUijll ijJ^ f d 51 
Ot JLJfeiH dJUL^I f b L» cc3 j^JIj ^jUlij it*JI U^p ^uJj . oUL5Jlj 
^ ji^Ij cijJ! ^ Jbjil JJb JpaJ oU>ll ^ ^Iji^ aJJ^I Lljll 

3^ l^t O OjJ^i iS^ O^lj Jic ;Lfe3 bjfjt ^1 

^1 lib, ^ J5t bJ^ c3>^> ef- V^J '^J^b cr^ 1 
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J-tlljj tL^jU^i 4- — ill* j oLp ^-Lp ^ fj j+\ yrb.* y> i_j jiiL Si ^il 

^U-vJJ oJLw ^^ii ^ SiJxu AjjUi oU^Lp C5 1p <5jj>d)Lj ^Ji ^>"li* 

.4j|i ^>*il| Jj>-b ijjji 4J jUa JLt»u ^jJ j.^iJJ 

jUJ Sj-^L* jjJyJLj jV-ajJ! otfp f ^23 ot U,! ^LJI ,oj^ 

>rUl t)j53 U LiU t( j j~dt ^L. ^jLil iL^JLj .fc ->dl 

Specialty Goods i^lil ^LJI 
tLjS !>Ui_i; i^Udl AJUtAp J-^lJ, ^iJ! ^pil ^uil y»j 

j-Jj^ j^jbi J JL£l! JL^JLI JJbj J^> cJ j *UuJ al^NI <jJ ^JJI j 

cfAJU ^Ij-- ^ OniJUil 1^ Ji t(H :!>U fttUI J 1 ^' Jl ^ 
. J-ii Uji^i jl^j Ja^j ^ JJi gjjUl JLp <jU>l 6 js; 
i^jUdi ,Lw</l oii UU- ^Ji oVa_JI oULJI uli! ^Ul 

(Hi^ <l)j^dJ ^M djj^H i?Slf~l\ -Uj^j ^yjJI 4JU 

i^dl ol^^pJJ ^ 44* .L^JLp j^I j j^s x^r ^ 
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oLL. > f Ij-JtAJ ilJUc^-l (^JLp LSj^dl ^-U Jii tUU olS gdl 

iJLp LIS cfJUSj c<5 Jjj— J! J^Ijp <y ciUS ^ jl gjdl 0^p)II 

.L...i <uji>*i*JJ JiiUil 

:Unsought Goods (^jitdl j^) Si jjtdl jJ> jJUi 

^ ^Jj- 3 <iLl-g.v„..U ■ mij U^J» Unsought Ajjliall j^p £-LJl JIxj 

ol£c LJIT olj* Jj> Ij^J ^Ul ^Ji^i c JUL! cijll J V 

^-U dUL^il o A. cH> ^ ^ cH 1 ^ 

.UUI cJu ,1 j* Ay? 4> j> ^ it ^ ^1 M>lj J5\yU Uljj jo* £/iU 
(1-6)^ Jj.br « ^ l^^^l jLJ! ,y ^1 ^ 
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(1-6) JjJbj- 































5jU1J JJi 


OlJuJJI O—^JLlj O-ijJl 
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.L-J cJj 






i->-U-i ^x* 
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j-* '■■ H LJjU* J— a 


















-J J** J* 






yJI jl 










4jUJJ Sjru^J J| ^ 
















j A^ij Jila j JJL» 




(jSCf jJLfr ^1 












L&l&l ^ 








■« 






c^ 1 ^ u J^l 
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Source: Michel Etzel, Brow, Waker & Willyam Stanton. (2006), P. 217. 
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. ■ ■ 5_L>-^JI 

Characteristics of Consumption Goods : 3u& M ^ LmVI «1uJ I j^Lai. 

:JJbl 

•a 

(jJU^i (V^SLjj ^JLP ^JLj dUS j tlgJ jji^u ^1 j J~J! <*k^ JjJ^Cj 

cli_^ uJL^U ^^^^ Jsrt <yj tOutAll o^ll 

^JjJI Jj^ jia J^JLj j^r l)I ^lu*Jl g^uii Oj& 

uhJI^I oj53j tUut v^Ji IJLLj .Sj^ oljo j UUj tSj^ 

^ 4^*1 JLW U LIU V ^J-rJ' ^c^^ 1 

lyjr fji v-J^ JJ^J 'UH^ 1 J 5 ^ ^ 

UU (^JS 4^.^-1 Ui^ ;oJL^ oNL^ Jj .l^jJ^H c|Ji <^LJI ^ 
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J JLpI DjSJ ita ttLdil jLJl jU-tj .^Ul ^(js^ 
ilS^f^] ^JUl v^Jlj .l«jb^ ^ JUL ^ J* <y ci«JiL-l JLfr jSijjj 

f t kjil j^y lib* Ol^t ^ cL^o 

:IndustriaI Goods a^lii-all jJUJI :LM3 

Oj~^J oL_Pj .Sj-JiLa I^jJULL (J^>0 Lf *ai*Ljt uiJLfe ^j^Jj ^yJalo L^JLa cJAjM 

^ l^Ajj <j.| . Derived Demand J1JL0 ^JJ? i^LaaJ! ^LJ! olw 

j! IjS'^-^l ^Ljj)/ tii>-N tprty oLL* J L^Ij^w-I oU^jil 
6p JLJdLI ^Jbo .L-jJUf SaLp)l jl JU></I j l^U^N jt ^rUiJ 
oUjJIj LjjQaJI ipusy^ ^L- LU? 

J UUx^I ^ jJI ^ j Production Goods ^JuJI (t) 

^^UaJ aJ-^p j JLpLj ^11 ^IJI :Support Goods SjULJI ^LJUe-O 

Production of Direct Goods I ^LJ\ .1 
Z U>[ J J^JJ? ^1 ^I^JlI ^> :Raw Materials ^|^| j aJ /M 3! ^1 .1 
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_ . jLuJ I So*. y I 

dLii U^t u ^ cjU^j ^1 jl! 0 JU pIjJi Lo S^Lp j / l7) U~kJI 
^Lilj jUJl j oLUll olo ciUljjJI oU«dl toljL^I iCpUll 

Jjil JOu : Jlil J~*« JL*i tUU J&tj iJj^i jil Jjj^J 
oU j£. j^-J) J ij^-j N 1^ I** ^ J~r ^iJi j^M 

vj^* f "t^'j J^ij^^r* - 2 

^iUdl > *Ui Sjo5 CftlJtJLl JJJJ tfctil LitU 

.jJUl ^ j^JI lift Jjj-j 
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,Sjj3-i jJl ojb>- jJl AjjLifl aJLp LgJiJ LjLJlSi .5 
JlL^ISS'yLJl^ JSLtj f lil Jjll ^ U 5iU .6 

j-J: ojwa-j 0— *>• loUdl ^ £^Jl IJU j^J J JL^- JJj pJu N J 

,g y-! iS'jJtj (V ^aU *>c^ iS'jJLj ^niJl 

j! M JS^j f ULI d l jll J p^Jl Oi^AJ ^ -8 

.fUJl jU- JLp 
:Major Equipment's L~£>JI oLuil .c-j 

J-* U oUj->- pjjub ^Ul f ^JL j .Sl^k bi j UU-t aJL^JI o>-b> LWi 

S— ^ ff— 11 0-° £>J1 ^ 0 jAj-dl *lk- jJl J*aI~j US' oLull diL- 
oLU r oJJl ol>^>d! :oL^jdl oJ^ ilij .J^JJ J| ^JL| J Li^Nl 

s^U <5^UJ| o^-j plk^^ll ^ J^^ ^ eJLft ,1 ol .2 
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^ ^LJ! y> £>JI lift p\j£ LL* JJ L-U I yl ^Jl JJ U oJbi JL*J .3 

^Jl t> Cfr^UIl ^UwJ^I j! jej^dl JU-j JJ 
:Component Parts oU ^511 j ^kSJI 
^JLI ^ Uj^- jJl oli ^ij jJmJI jJUl ^ yj| IJU Jlp jlk 

oU ^>w>!j oL*Jl J .^LiVl j J^-JU jt JJ Uj^I oLU*JI 

:Process Materials iJLyiJI .>! jil 
j LajJ aJ j^. — 11 ,j-J j ^bVl LL* j Ujydl M ^11 J>-JJ U S^U 
dJUi j jipL-J L^j ULJI gLil J JjWlj V gJL* Lei <$! ^Lfll gidl 
UL-^ j f jJI Oj^jJl ilj jU£J1 al jll l^t y j . JJ^U oUJ 

oL-^l j ojJjJIj ilj_^U? yJi oljit j ^pLuJI Oyr^* j' olikdl 

^ jjj Jl II ^y gjdl II*. gbj U oUj .SLJ! oLUJ oj!AJl tfy^l 

jUai j ^--S; JJuiLJI ^ oti JbJlj ^ Jil el* JJu^i My 
cjLJI y oMl ^ JU-I ^ U5j .<ijUJI JL^fl ^IkSJ JjJl jL, 

* 

b\* tiabnil ol — -jl! y JbJbJl I^IjJj f ^1 SOs^jJl i^J J Ly^ Ui^ 
^1 J JJlJLJI My y LJUI oUdl jjSU i»U)fli c^y J^L> ^ 

^JU ^yJULil y ^ jlyl ^ ^ 4 f u 5j ^r 

.S^U Uaijll iy^JI UiUiL JJ^l ^'y Jy- ^-J^ 
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fabricating Parts hc*A\ Ayr*i\ j il jll .0 
JbjJ-l oJLa J^JtJj oUrUl lLUS JU, 1*xA-U* c-i 

tijSj UJL^P *Ua_*» U UIpj .a j^La ^Jbklv^U 4jwai! ^ jJtJi 
SiLjjj y-~JI 4_^t ^tUC .>( jil y JLp-1 jj| l^IsaJI CjU^Ap oLL^I yj 

:Support Goods S ^lil 4*^/1 ^LJI .2 
: Accessory Equipment iptuJl ^ JL*-L.$ I ^ oljbdl .1 
V l^Jj g-Ui)/! U^p J J^cuj jJl oIjuAI oUrll <y gjJI IJU J^jl. 

5JjUlbj .l^sai oUudl ^ ciUS ^pj o^fSflj V 1 ^ 1 ^% 

U cU^</l oIj^I LiJlSS 
J5^o ^jj UU ^Jj UJL U jUpI ^Jjj JiCJL. Ujl^i ^ 

o!>Ui sap S^UJI J yl j^j IJLwlj UL. i^L^I UL- UjLipL jJjj 
J y</i ^ U5 ^Jl jl^ U oUa^ ^ ^ o«5Ul <y oUidl cLLb ^ 
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Consumable Supplies <S%L^ s i\ aljll ,^ 

J£JLJ V L^j ^LJVl ULp j Lft^^ll jIjJLI 

.oJjJLp 

:IndustriaI Services i^lwJl 
LJ >UJIj LJUl oU^uM dJ3 ^JLp ^ j .J_*p ^ 

.c^jw jj^rt Jjli* Ljj j»IJLU L^jl>- oLp- JiU^lL jl LL>*ta 
Marketing Characteristics of Industrial Goods 

O-ijjjJl ■- ■ ■ — J " oLJii OsLaJI £-1 il ^-1^ i-JJaJl .2 

iljJilj olJuJlj oJLSlI abxj Juljd! v- 1 ^ 
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oJL* jji jJlji j-** duu ijiii j ^b3)ii j m\ ^\ jil 

.SJLJi J\ aJ^I ^1 jail gJUl 

.pip J ^jUxJI 

tills jt cl^-bl J gpJI Js^J t|JI olj^l 
Jl L.UI l^U SJLJ jll ol^dl U cH 1 ^ 9 

IjLsij gjui ^ f ^ cH 1 Dt; ^ & ^ oUjiM 

. jUJI ^ ji yj SiUJl oUj^ j^o^I 
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.I^JLj L^LJ juj> !JL-ijj LJ>Up kjJu- JUj^I oLLj^ dil " .12 

u^LxuJJ oy> I jL^jl ^1 5 y*U> L^l^i <y Vjj ( j = LJ1 jOu .13 

^JLJI ^ LgJU-L^V JUj^I oLJL^ oLJLp ^Ji^ j^ljS .15 

Product Life Cycle jluJI SLp. 5j^j 3-6 
•>j-*iJ Ju-JI J SlLx^-l ^Lil! jJiS"! ^ gull oL- J>s f JbJ 
f J- 1 * <>* 1950 f L_P SjIxl-J ^JUI (Levitt) c.-iJ JJ olJ^L-J J J-^-J)l 

VI 2^11 sL^ SjjjJ J^ly, c^- j\ ^ as o^H 0t <>* 

. (2-6) J5JLII J £^ ^ l^ (21) ^l JL^ 
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gsii^^ rijxi^s ^iu^. e^ia^ ^ 




Jjj,..-JJ oy> ^i-l ^Liil *lJ gdil SL^ 3jji f j^a* f U JSLij 

>J! s^U[ tf^iJl JLp JbJLj . <22) 2^11 J 5*>rj* ^ <> ^ ^ 

oU 2jjj> J L*5 .UU-l J j — it J tfb^u ^ oU^ c >j *>dL 
pjj JS^J! J Sjb)M f L^j ii^j J*b*a XJ-JI 

Ui_^t LJl ^ lib* cJ^V dlSl g^l 5^ Sjji (2-6) 

c Lu</lj oLJl oLx- bL^t US' c^Ul j i*LJI wU- 
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jjaJLJ! lift dLU ivJLil jJUl 

jjJaLaj JjJL>- 2jUj[ jl t^^UjJl ,y Uji oUlkj ^JLp j^J! jLl^-lj 

jr]^*)" ^' jjiJ Jii . <j LgjJl J oUJl! jj^Jtf tijU^I 

,JJb£ ^cUU yUl o^jjJI <jL ULp J^l Jl 

<j^3wI£lJJ ^jj^l^UvIl jj^Ua^j 4*-LJl Ali o^b^l 
:Idea Generation ^tiuJtjiSjX^I jjjjajb^ A 
J^-IJll ^ow>1 ^ UJL- jj-bJl J^|^ Jj</1 <U Jll _^*J 

iuLw- obi Oj-iS L. ib-jll oJLft J ULp .J^Jl j o^k? Upj fM^JJ 
Introduction Stage Ji^uJI 4. 2bduJ| ^joZJ 2UUh» .lj 

v J^r 5JjU ^ 3^ iUJ UiaxJJ i^jjl iuflj IJJ cl^cJi; j 
jJUJI j! oidl v-J JvVj -c^^ ! Jij-^J iLU gL, £ b;> u.^1 
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^ 7.90 Jl i3 y k-LJI 1> yu» jj j t^LJi sL>- ojji J ol jUJl 

: J* C oljdl 

Ub£ qjjJ JsL^j ^iJ^L^l Jl i^-Ui jil <L>.>i oi» J -1 
U^l j ^LJI oJLa lj _Lp ^wil i^JWIj JlijAJ ^JiJ 

^j^j UJUdl ciJL^Jl £L£jl lamu ^Ijl^I j! Jjul. ^U*M .2 
iJljil f J*j 3AJ\ iilJb- v-J dUij oU-ll J ►JaJl j^JI .4 

W & j\ {LAS 

LJj ^ oljjlJ ^1 ^Jlj > ^1 ^ -7 

.31*- >l oi* J ^1 mjjUII ^Sjl J 1 *"^ 1 t^ 1 - 8 
.5Jb>3l jl jLJJ V^lj ^ ''^ - 9 
.ijjiU f-j^j JJi L. Sal* iL- jil .i* J OU*JI a^ • 10 

. ^ >SS jkf ^1 jUl a^j .12 
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I dljtjJj Ci\ u ... ■ 

.Li/ UtApJ JU-jU «i* J .14 
l^-J^ c-JlS" IS) La ,>jl£ jl JjujUt Uj^ jdl ttyJl ^ A 

. JSt L_aJl&u a^LJI j-bJl 4^ JuJL£ j o jJL£ aJ oLpLLS olx^i .2 
f U»l jl oL^I 5jU)l dUSj Uj^t ,Litj J^S ULAJ gjjJI J*ii .3 

4-^!>U oljji JUxl^Ij juuil g~ll °^J^I jW^' * 4 

S^bj o-- c3j — Jl J JL> J^JI .5 

^1* ^ jJl Lljllj jJl^IL ^Lil Jl »UJ Uojirjj Oi^Ul 

.u^^lJJ Jl j^^/l J aJLc oLp J£-i JLp oljb- ^Jl ^ 3JLp ^pj; .6 
u^ C L ^Ji l a^L^- jUxpVI J JL>-b ^l.-ll Sjyu* .7 

- ^k-^JI iULkJI - UUJ! UJJI) ^1 ob cy & JS <jJt jl^-HJ 

: Growth Stage ^cAitaJU^ 

op (W.JL^ ^ iij aVi v-ai ^ J>Ji J ^ 

o&Lf~A\ oUU jUjI ^JUSj ou^JI o^UjJL Uj ^Jl iL^, J ^UJil 
•>J^P Oj^jj UUI J^J uwiUil ^ iJLp Jy-^ Ijl, aUJII eJu J A^LJI JSi^i 
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oLpI 4~ikil ^^wJl jNlj ajJlJI ^y> o^J^ JjIjj ^rj^ 5 jj^i 

.J^JI JJ oJUl ^jjUB &v £ aJjUII oUJil y Jjbw £Lfcjl .1 
^JWi jJ^ UJ> j SaLjJ ojl^ o!>Ul JJ a^Jll oi* j J ^ .2 

.(3 ^Jl ^LJi .6 

.JUL** UaS Sjj^ J^'j Jj-JI j >y J - 9 

v-^sj ^ u^ui c^ji j jU-^ii > vjaiui ^a-fcii* fUJi -io 

.julji oJU ^ty J ^ <y r** 

JL-lfl u ^ fif* c^ 1 ''J* ^ & ^ ^ 
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^ *}L*Jb feli^l Jp-I p IpjZaj iiLSCo A^jy ol^ fLJaJl .3 
.aajLJI U^ll j*£t V ^Jfc. JL-I ^LjI .5 

1 4_^L**i J./l.^ i^lwaJi jt 5j_^a1I j-LJl ^ oJL-JI oils' 13} .6 

:Maturity Stage ^u^ijf^^^lSLUj.- .j 

^ jOu Lo-S' i<*JLJl oLj?- ojji Jp-I y J jit *b>- J>\ oJu jOu 

Jl OyJ^j {£>c-&\j JL*- j 01 .^j^Jl gjjll ^>bJ 4^JL J*-l 

<.4_ihUl 4_ijUdl pLw^/Ij ^IjJ^I Oh Jjj-iJI QjSQ^JlI lljjb tiUJJ oJU 
U^ll LJy*. J^ly U» Jl >! oJU ^js cJj:j cc5 >JI J y^itj 

uhJ^J-S u-* ujJU-l JiJ 9 u* «^b^l j^JI ^ y 

^jj^ iL£lj c5 j-Ji J SJUJbl.! U*JI ^jJJI Ui >j5 JL1 jjJLl 

Li *L>>1 oi* l^j luLrf <jJ1 ^Uilj oU^Jl >t5 JLjJI jJUl 

'•Ji 
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Li SJLjJbr oUlJi^l iUL) JaUI jjjJsj- SIp- jLI »Ju j olS ^JJI J .2 

<jt £-*3>^ Ji^J CS k-'jU $ <SjJj^\ CS - 6 

oOLJI 5L^ Sjj^j c Lj</! JbJlj jl^l ^^M^ ^ .7 

J Ujlil ojUJI oLoUI ^ J-£J Vj—" J 1 ^ 1 - 8 

^ o&±tJ JhX ai S^j" ^ ^ UUI > 61.10 

ju: f jjj ^ JLJLj l^Ji j-^i otf^JI ^ ^ ^ J - 12 
f jJj cl^- ^ coJL^Jbr £>U oUl Ji> ^ Wd S^V 1 
.U U^</l LjUdl o^U! ^ SJb^r y-^l .y^Ji 
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:Decline StagejU^tfiai^j^ .o 
U}U ^ jJl UUI sU. ojji J^l^ ^ ^1 jU^Vl y» jo; 

IjJaj <-*rU-l o^ij jt JJt ^ULSo ^JL> ^bsj jfj Ur oUil 

^UJ-lj olivaJl tgdl ^ Jib ^Ul ycJj UO^P jlc^T g£> y^kJ 

W^l £ j^H 2.^1 jU^Vl jt coJU! gbij iJiy, 
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.jr\A*«dl 0LL1 J ^^kJI s^UJ J[ i>-U-) atajJ .7 
.g^Jlli L_iJ15o jAi^ .2 

.tf yJI JLp ciiJi jot ^ y^/l ( JlJI 
5^1 J^^l Cj^Jj 4_UJi1 oJUb J L^II Ujj^JI .5 

Lp-Ljt ^Li^l ^JLJl J y>s~3 u A*j .8 
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J — a*w aJ ^jJj J5^j JJU-I L^bJ 

<JL>- y iljb Jlill jJLp . J^-l y Jl i>JLJI SL>- S jj^ Jj^i y ^ y 

^LJ 4. ; .., . J,JL> IJLSOuj pjJlJLJl 4 L>- y 4_>lgJ t^jJLJlJl 4_Jlp- y J a - ^i jX« tpjJL_&JI 

(24) 

t^JLiJl <JL>- y JUu jIJl^NI IU- y JJ oJL Jui fj y-\ J) 4jJL* <y e_ik£ 

^jJLi-l <y j >L £ jA JJ 4jJL- ^ 0 jjjJI ola Lgi jil~J jJl iJ^jJl S JUJ! cJJb£ Li" 

Ui> jlJ^Vl LJ^y Jl j wbu U i*JL J sU-l <J^u j£s *S /iib 
iL^Jj J^ai! J£JL> £iJs> jJI f tal j» jij" cL~£ L^JLp j>- j CjI ^Ju JUoJ 

. (25) oU^il ^JLJI <Jjy Jl ^ br JJ .JUL 
(26> 0>JjU ^^.^l o^l 

. J J-JI J Uj>-3 JJl^i? diJJ^ j 
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S jLi aJU^Jj oL^nll ^ya—wj <-jL-i S^Lp^ cjL>*-jI jw! ^ ^^Lij 
jj^. j j^-SC ij gull 5jjj (Jlc U jjt ^ ^i- Jl JLc fcJI cJu>t .6 

Applications of Product Life Cycle jJLuJt 3U*. «yaJ oLSluJoj 
orjij SLJ-I Jjjj j a_U.J.IJ> jl gdl jjJ JlSLil 

J_>JU^; gLill oL^- o jj) (j-VL> - <28>t -« fj- 2 (J- 11 ^^sM U b 

lib* ^Jlj gdl 5L^ 5jji o« ^J* j C>" "J 51 

y» SU SjjJ J^-lj* ^ Jl <29 'Dubois 1992 ^ >\ ifcbM 

^Lr ^ Jy^ ^ ^ ^ WIa-^I ^'^^'J M 

tj>jj|j SJjhJLIj jU-^ltf Ol ^1 j^o jrJfc Ot <> ^J^l CJ 3 

' i jJSt vJiJI Ot U5 .gdl !l* l« y ^1 fl^jU V— ^ 

U^l li OjX Ot ^ Uilj! jjl ^ ^ ^ $ ^ • <30> ol^jil 
ji . (31) i^LJl SU- ijja L« jJ ,jJl il-jll »■ Ji^ 1 ^ 
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j-^jJI <_U- ^ J^L^ j! LIp- ^11 oJla ajL^I j Ja^-tAj d)t ^Soc US' .J j*J! J gdl 
I jJj>^» L° jlJ&s jULSsJI ibjj U jUicj g~JU jU&JI ^ ! j^kJi j 

: Brand Mark ajjL^UI ^MjJI 4-6 

LiU>l Ijj^ Lo^UJi t-^Jjj .^yJuJI gjjjil jt tgdi L-Lw juJii J LwL.! Ij^p 
ui^ 9 fyy jt j~£>) JJ 4+j>jjA\ i*LJ\ jjj^jj J 

:Definition of Brand Mark Squill a^^UJI 1^*3 

gdl lift JjJ lJj^j uy^Ul lc j^>£ jt tJL^-lj ^lil gdJ JbJl£ J L$i* 

. (33) L*ildl oU*dJ ^ oj^^ oUJL 
Ot VI t ojUdi ^>UJI ^ j^£ o:> jj jJl oLiydl ^ j^l dUbb 

^Ul j! Jj^jJU a^j^^/I c|^l ^j^l ^ UjjJi U jiS"! 

^t jt j^wuJl jl u jUi)ll t^Jlks^il t^Nl ^ LjUdl 4^^U3l ot 

4_pj^£ jl i^Jii- Lg-^J jJS jt jJUl JUJb>d IIa J5 ^ gj>y 

SjL^j . <34) i_5ldl oUML UjSlts & oUJGll jt jJUl oJl* ^j~- ^Ij 
Lg^JJ JL^</I c/U^ c >- LL!>U ^ 5bt ^ SjU LjUxJI ^yA 
^ V ^ l^LJ LJjjU ob- ^ Jj^JJ J!j^</1 J ^a^JJ 
ojUdl oUtWI dJUbc ot jZsj <r -Ml dUi Jlwi jt f lo^| ^t 

^ip ^i^JI ^ 4*1 Jl iiUNL IJU .SLr; jU jt ^ jU 
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SjJLil ^1 ji-b JjSj a^^O! ^JUS" <jltc L^ii ^wdl ^J Jt JaJL 
^1 y^i L^Jbi ^ JULj ^J^l ot>UJ! U ^JJ^Jj t^jlill 

,r? :» (jJl ^ ^JLpj hJJ- 1*^ Jujj. jl y ili! jl 

J5I ^3 eJLP ^a5j <;1 VI tjl j£\ IJU 

oUjbi- ^JLp J j...^ l>cd\ LJilll cj 1p (J ycil J AjjUcJI La^UJl JLpL-J .2 

.(£JJ ... jL^Ji ^Jl jl JU^l JUI ,V>U^\S ^Jl -U, u 

:Benefits ^jl>Jl oU^UJl JbJbi Jtfl y 

6 uji cjj j i-^Ji oi ^ .^lyi s^k uxp 

SJ^jil L^l^j ^LJI Ift 0t ^ oLw jt ^J^l 
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^JLJl gpJJ <J ^-Mi ^Ul ■j** 1 ' k}U)l j^i uytSULI UJbj oLr*^l J >^ 

o>j^l U^l Oy^LU yjHj iSa^l Jl^bU J^Ji *j£ JLp a^M o%J! 

: Selection 4j-j£JI jtljuLuil a^UaJia^^UJt 

^JL- or I jh jdl f Ljil J-Jit ^ SJL^I j LS'jllI jf o!>Wl ^1 jL^-l b\ 
jwjiJI Jsr^ll UIj^ ^Jjc; <J^p jt-^Vl jL^-l 6t dUS J jjj t Jj^d! 

.aJjhUJI UJ~'j Jt*-^ ^ -4 

.3 ^£l« j^UJj ajUjJ Li^L j^£j l)I .6 
^ ^ u> otfjttl a* IjJtj iJby ^1 j j5i jl .7 

:Brand Mark Strategies (35) 2u;UaJJ ljUMjJI L. i*>\\ s ljU^oIj^V! 



-207- 



— — — — — — — — _____ jUjJ I 3_L^- I 

l^U^J ^ ^1 o! <~J_UI JjIjJI (3-6) JiCJ! 

:.>JU-JI IJLf J 









^ 1J ^1 — ^ r -1.4 


oli^J L!^L_*r r — ,\ .2 





(3-6) jsa 

aiiui jsuji 

.265 ^ cjjU ^ ^^Jl" (1999) JL^ :.>__-l 

oL>^ pjJJB J jJLlI aJj^j JjJl J Oy^ ^r-l u ^ 

i^U ^ pLw! l«Jl lilt hJSy Utf _>tj Ui>~- 

gti. J-* ^ gpjaii f UJi BjjjJhJ W tfjill i^jjdl ^J^ 1 C?jS i5>' 

Ujl_* otf^liJ U*U ^ i.Jb»l ^3! fcJdlj 5*^-1 oli tf^l oUuia ^ 
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^ ^ l^lJLi^l JCS> jJJ-l ^J-y S L*JL U! 

jiJLp 4_j^> 4aJLJ ajIj>J» ^^JLp lij LglS" is' jJJl oU*r^ *\ j<Z> dll^uJj 

.L^Ui'L <pj^il ^ <yj Igip oUs> j 

'.Trademark Licensing 3Unitf ajjUOM ^>MxJI jj 

cls^- p 4-;jUdl o,^Ui1 J£) <JLJLL gj| ZOl 7.5 ^ 

^1 ^jUdl UMJL <kJ>l Ml ^ <> I^U^I f j^^J Juyll U^j 
.aj jUdl o%J| dike jjJI tf^JI jJI ^JU l^oS 

o JJf JLil ^jUdl oUtAJI i)!>L* .|ju5j cSjl>JlI ^Jl J hf~J\ 
dUi dj-& jt S^j^o ^L^l jj^^U kJ^\ ^U^p ^^-Ju 

^Ui JjLdl J}U- & Jt>U L£jj> olj^ JUa jt Lj> .LUJJ Uy 

'.Brand Mark Life - Cycle C3( \i;U2l! 2l»}U)I SLp* s J^ 
SL>>- Sjji oVLf J oL^ljJl cJa guil SL^ 5 jj^ jl^ ^Jj> 

J icoil Aijl^J! i-tAJI ol Jl iiU)!L lift ;o! ^ yuJI Ltu-j jjl^j 

ij^vij oiiij .^uji ji^i uu4 ^ oudi ^ i^^. jjj. 

J olS'^l dU; Upj Jjlc tLijydl oUtsUJl olS sail J\ l^J ^1 

f ^kx^J ijUaJl j! .sajji>. oUt>Uj UIjl^I coU^UJl 0 JLa Sklil 

.^udi oU^uji o jfli jai ^tj ^ sbt sbls* 
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: Trade Mark, Capital 2u>Uin 2u}UJI JU ^Ij 
JU-JI Jj>I oUi JALiU *djUdl liSJI JU ^tj fiH jM OB 

fLa_p1 ^ jt j$L->J\ {r* j^iicj iOuij> o^^~j SJUlj^ ^_bjt Jl 

fl jwLLl ll jLl! j jj-JI <y **y>Jr ^JLImJj iJU J^tS ^jjJl oLSLi 

Ul 

^Ul il jJLmJI ^LJ L5 JLp ajjUc)! 4/&JI JU ^1 ^ <Juyd\ IIa ju^u .^kdl 

.iujUdl otWl^ 
Packaging ljI^jJIj < SuJUlll 5.6 

ill j^l JjSLlj J jlpL^ j^j ,ill | 7.« II .jJp jjJLJI J UlUi ^bJI 

Jjl* ^LJ A jJJI jly JLp <rjJb ^ ^ ULJI Jj^-j J Lsj 
ol>-oJl JlSCi^l UkUJl ^il jJUJ J-^l ^b^j ol^>wil 
£>t <y J*U -MjJtll jiy SUEI J j^l jfll dj yu+l c^lj 

^*-JI ig|ull vJU- tf^iJJ gjll y ^-JsU y OlfcJI 

^ ULd\ olkUtJl «u! J* jj^JI t£D^Jlj 

<J>U LjJUJl ^.U-^l W ^1 ±yjfi\ ^lill <JtWi t Jjoll iii^ ^1 ^U-^l 
jl IjuIji. ItLLJ Sj^^/l ol >wJl J UiJL^j jJuJI -u^ 1 
.LSj^Jl ^Lu ^ o^UJ! j^-l 4; ill I ^U^i dUi 

: JL U ^ YUtfj ^Ul ^ f Jl ti 11 V^^J l*' 
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^LJN oj^S A^Ldl oU£^i ^ gjJI ^ ^ >£JI .2 

oIa jt cU j^pj ^llj C-SjU Ji ^>-b> j iollll l*jd-\ 4ij^l? jLl^l .3 

jjJl £-LJl! Oi^lfivJ^I ^LJijl ^^.p £_JI JL?-j c_jLJ> J ojlpL- iSj^l 
^ oLtfAJ dii^il V JJL Ut> 3Uf 1 UljJ jl& L^l^i J jjj. y w 

•e*» 

: ° 7) <y *>&y V 111 j 6^ f j# u JJ 43UI 

jijj jt J-^I^p Ljt ^ W> j^-* t^LJl iSA b\ -1 

.LftJLai 

<Jl£.j ^ »J!>UJ| 4iL^j ol ^ 11 ^LJI cJla pI^J; jly <olil 
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.ULx^l iSjji^J l^ijjj 4jJLwJ| oli j5l» 

c_itf IS1 J^-b UjlJj J^U- ,y UUU jl^l cL)|JL^1 J 

.£j J\ ^ yjAl \jy^ J»Z J\ 01 jftl J jcpll >il oli U^l 

aJ^UJL «JJL_*j ( |^ r <J r Li cL*5b «l_> iaJj-i 5 -1 * 

. *lb ^ f j ^i^i ^yJi 

.tfydJ^lj ^ Sa5UJb »-Jt>UJ! .13 

SpUj^lj I,., dlj LJL^I ii JJdl ciSlfe j (4-6) J£J! 



(4-6 J£i 

.(213) ^ ,2003 ^JD oJ^il 
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p-$3 Ol jLj^-Ij c^^a-Jl jruUJl ol jL^-lj CO jliil Cj! t^Jij jj^dl 

:Packaging Policies i tuJUlil oU^Uwl 
jLtl IJL* J LfLiib. /JUL s^ULl yidl c/tflil liJUdl oL*L~, 1 >jj 

o-^ ^ r f^ i> JJli ilUj t p| jjJl o^l^j JLjc^V I o^>- ^ oUdl 

J ol^jJl ^ jj^p 4JL^J JM>- ^ cjLUcJI L-U- flJL^-l ^ Li" ;S:> ^JL| 

V^S" sr .- f Jl olj^ ULJI ibl^l juu Sj^Jl JL^Ij tf U^</i 
oVT ^ J,L^JI oLiku J,Uo s ^ Jl^t Jl oUdl Jl <iUVL 
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Summary 

j ,xJJ j . JLxi U^JL ioLdl y^Jl oljl ^JL otf yJ! 

o Ju> coJLJl gjJS wlil j^IjJIj JJail jL^I ^^JLII JLp ^ dUS 

^ . ^ ./> :lj ci*_o»La <Uajjjj ^LJ jL^-lj ^UiN 1 Ja>- J,J S JjwL>- j-^Lp 4jL^| 

^JLJU .L^pI jjl otAi>-L) ^JL ll Jjj^J »wJL^! j <j J? diJIii c^^JJ ^11 

-LJU^P 4_il^ £UXUJ -OJ^dl OUJI jtj* yUiJi ojb^l J^J 
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Case Study 

>l LJU- j^j f $1 tfjjJl gUJI ^j^f *kJ ji 1969 f U cJLJDt 

Iji— jNj^ OjJU 250 L^Jlw j L^iw- jd djjj. 200 Vrb^l l^SU? ^io 
j J is^2_^o>xii! olS" j^J! JL*jj Ails j^j v_ii? 3750 Uj^l j5 J ^..^5 
oUUi 15 X jJtJi dlhc .aJ j SJ^Lil j| jil j ^ jA-l aJU oUUjlJI 
A-jyJl ol jL*y\ Uj* Jl c. a\WAj fa j^ll otjb .jiUJl ^ J Ujj* 
k-j*l J^Jlj ^1 ^1 J 

^LS feu*- <jbjt (^JJI ^ j LjU jj t^L* fcDl^ljlS' 
Uj^ 60 ^ ^ L^L^ j,ju*s Jj> J^oj c JUjJil; oUUjJ ^Ll* 

Jl ^JL, JJL^jj J > f U^l ^</| 

i^j-iJlj v LL**tf) oULiJ)/lj oULJ! j ii^Ji d |jJLI ^ UUl Jlp 
J-jftdl ^ (^-J-lj c^w^lj .iL^AJl j oLi Jll j iUi-M <JJ^il *| ^ilj 

o^aU Ul J^Jj Ji>dlj J^Jlj 
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^Ull dUi *U yj dilS^I <s\^p j U^H\ y SJLjJLp gl jjt illUj 

• j*^! ^il y o If) j£3 { y&\+p& 

jl^ $y j jJLo j uJ?j >hJU (^L* j! *b jl oUjl^-) l$J ^1 &JI 

"JUJLp OwJ I ol jM' l5^» <l>t ttAvaU 

3ljil oii ^jLLo L^U fclpfll oLkiJj ^L-Vl oUlw 3jfi at s*£ ^ 

.4JUJI 4jJLpU)I v^ 1 J cH lP^" 

(Taken up Through unprotected ^jJlj ij^jU i*-L^ <y>j :<ytis^l 
^^JUI fc^*t yJUj .L4J1JI LS>1 L^jsill J-^UIIj (end grain 

dUJJj (by depolymerization of lignin) ^JJ-\ A^^iJl U>j^j 

oi ^ijjji ^ ^ ^^ J| ^ y , - J i JL;dl ^ ol 

aj^t-ji A^Ul 5Jl^ Jl jU S^lj ^1 ^ 
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m il Lj|jl^3j uULm ill, .... i 

.jSlfe (10) ^ J2J V Sol ^-b jt 

.^^A-l OjJJJ o.UI j^Uil oUUoJI J i^JI oUiil tfjfi 

.<JLJL5 oUL* oDUJl jJa; i^JL-l .2 
a* ^ jjy ^ ^^Jl oUUjJI ^Lxo itf^j hjt ^Ju .1 
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3 utSlLoJU dJJLwl 



c^-Lm? tioU oLaJl>-j 4jiU *Li! pjJjjJ J}U- ^iiJJ • ^ 

.SjB)flj aJjOIj irU- -v " ! 
gdL jLcS UUi oUa^ . 
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^L^Jl j-^^ a* I j* 4 *** ^ J jrf^O" Jcf~^ fjij .8 

. will j j| jlU S^^NI ^1 

oJUJ-Ji i^JLdl j jJi N Ujulp ^aiJl iUy. J fd^J ^1 L>J| JL^NI .9 
^ gdil ^Lj gdil <>»L? & ^ (iJO 0 j^jj 

JiUdl L^Jl ^1 . v G ^J| JiUdl Is^Jl jl-I .t 

,<>J| JaJL5j| jU g^JI JaJLoJl ^i.^- 

:L-JLLP j^lll y cJj-S Jl3 oJLJl jl J jjlil ^ .10 
JUJbi Jl ^L^LI 0>^j ^pJll atpj^l ^Ij^lj oUJl Ijlj .1 

.1^ J5IJU jifcj *pjl| J^l c lj% oUUl !jj . e 
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V - 2 

-r .3 

i .4 

d .5 

I .6 

<-> .7 
« 

i .9 
1 .10 
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£_L*JI till ujL u 



.rrutiuLib ucLisions tx, r oiicics 


- i ji ».i i i - ,i i 


Producer 




Satisfaction 




Core Product 




Tangible product 




Augment product 




Classifications of Goods 


c 


Consumer Goods 


- ^ c 


Industrial user 




End user 




Convenience goods 


5j LI *JUI 


Shopping goods 




Specialty goods 




Unsought goods 




Consumption goods 


- ^ c 


Support goods 


SJuLJkl aJLJI 


Raw material 




Derived demand 




Major equipments 




Component parts 




Fabricating parts 




Process material 




Accessory equipment 


^Ul^oL^I ^oljull 


Product life cycle 




Idea generation 




Introduction stage 
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Growth Stage 
Maturity Stage 
Decline Stage 
Brand Mark 
Packaging 
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New Product Development 



New Product Development 

Introduction 2uaall 

oLJjjJl <jt oLj — I! Juu cjIju oUjd! ^j^kf JU J SJIjlH 

cJLp <JL»a^ <^JLp CjUt^U j tJLl ^LoJ <±~>- diJi j o jiJI IjLa oLJJuj 
Uj-^Uil oLw^jll ^jJ oUdll ^jJaj ^jj J^u cJlj U j 

oU^ pjjufcj SJbljslI i^U-l j SjijJJJl SLitAl j ^bisNL tJutfg ^Jl flVl oi* 

/^SJbJb- 

coULjI! j ijijj^Jl o11?LJLjJ| ^ — tot Ujjjkfj oU^dl JaJi£ jOu 
L^5Lc ^ tSOjO>- oUo jlSolj oUoiLlj ( JLJ| ^ l^U^ y ^ko ^UiaNI 
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Jl u d^ 11 SJj .^ i j 153 ^ r 1 ^ ^ lW^* l> ^ b 

Sjji jwa-ij Ji (5^1 oLwjjib Skil LSjj~JI &J! J »i>J^ jjll Ol jjidl oUlj 

^ jl SJUJbr Ol^ll* ^1 f Jtt .J*U J^b >J*> jt oU^ll 

Ajuy^ o! a ^-j ,5JUj ^jll gdl j BloJ-l k-j; 

JUJbr ^ 13000 ^ y^</ 3J^l ci^jll j c^ 1 (I 11 

7.10 jjl^j N 5^ Jj^/ <^j>ll j oJbjJLi ol^dl ^ 

cIm ui^Nl jl col^ SJiJbr jt Jj-JJ 3^ L^/ tfXi ,>j s^oi-l 

: (3) ^ UJ wJ^ ^ ^JlJIj ^1 li* gSbi (1-7) pij Jjo^l j^jij 
. J^Jlj ^ ***** M utf ^W^ 11 ^ y ' 10 " 

cjj^U 5JbJ^ CJ15 ^1 LIU- ol>^i ^Ujt S^IpJ Jtf ol>^11 ^ 7.7 - 
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U <~^il i^j^jj cJtf SJuaJLl ol^ll ^ (7.63) <JL£ii vJl - 

: JL US' dUij 

.aJUM oljrfll J jj^jj oLJ Jii cJtf 7.26 - 
wJ-jyu &L^j L# !Ia . J^JI J ajU>-l a ^rj gill V^" Jl 

4a_^l^ jLsl>-ij JaJaii J j-^>-j t J^IS' jJ^Lj l^J^Cj 1$jL oJjJL>- 4*JLj ^| 

•jujlLI oL»cdl oUJUaJ 
(1-7) JjJLr 









7.11 




7.20 




7.26 


726 


7.7 




7.11 



SJ jJbLl 

I- 



u^fll c c ^iJ| ^ i'j^I Sjbl" (1993) c^lj c,tt ijJU-ll 

.468^ 

l^LJl fJH ^ i^-j^l oIpj_^| ^ bjp J^aJ! 11* ^iJUj eij^j 

:New Goods Definition Sajo>Ji uZu^u 1-7 
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oUpjj oL^U- jV^l ^Mi v'^" <3' J* - ^' J ^ dr^^'j 

SJbJlJM ULJi DjSS i)! S jjj-^Jl <>• 4it JLp SjujlU UJUl (Assad 1985) 

i>^JL_| J j~Jl 4_cjls; ^jo L^jT <JLp oJbJii-i oJlJI y-Sl <j£*Jl 
IjuJbr jy^*t ^ .j^ll IJLfc ^ UaJJ jl d U^ u J ll ^jJ £2jLj 5 ^ j 

tSJUJj>- £j\a\j£cl~*\ &U>1 JSLi J lift 0^ *l j^- aJL=- 4*JLi JLp t^laj ^JJ i^! 
(Kotler , 2003) ^ ^ . <5> ^UJI ^Nl j^U jl ^dlj fc^l i*i J ^* jt 

.3JU-I obd.1 >>: jl ^ cW* ,y - 
oui. jt UJij i^jjJ ^1 *JlJI dliJ ^ SJbai-l oJ_Ji il ^^Jl Jj*ij 

t UvJi jjijljj sJU-i Ulji ^ o jUiL uu ij>- ji£ it ^ us iL-j sjjj*- 

l«jt JL> SJb.oJLl iJ-Jl ^1 jw> jy . <7, o^UI >i Vrj ,y 

4_sas jt ow ^ / ^JJIj cK^JI J jijkJlj d^JI f-i y jfcjU gil 

^ ^ jt Jt>u ^ Jj</ ^yJi J-* ^ ri jsr 11 ^ 

^Jdl jt ^t Bj-i ^ gtSj J jl^^l jl "jW^s-l jl ^ 

j[ .jU^l (? tf Ui gLii ij^. it ^ . (8, o^i ^ jessai J-a ^ 
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3ajJL>JI jJLuJI ^-i^Iaj ljL-luI 2-7 

:Reasons for New Goods Development 

4-jcjS LjjUdl obW! j oU^d! olii <y JUJull j^voj ^ *>U-Ip 

Cj\ Jj-1cJJ ij-llJ t(3 J^JI (J l$'r^ vO>-J L-^jU-^jj ^L»4 ^yil^Jj ^ULj caJLj 
coLt-dl olJLJbtj 0L1L ui^U^^I ^M^JJ ^W"^*" J^i^J 

JjLJI jjJ-I f *Jl :JJu\jLU c^jJI J Jit g^l l^ip vJUJI 

. (10) 7.23 

: U JU*</1 oUai. JJ y 
^ 4-j*jsHj ULJI ^Vl^l Lit* J ^^Jll ^rjIj^iJI at U .1 
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^U5JI 1U> c ^Ui\ jjjkAl jl hrj* d JJ La SjUNl jJL^j 
^ SyjJl 4_*5U-I J-«I^Jl ci^U L^ki ^ail jt ^LsJl 

t yui j^i c^soii c5 — -jii ^ cUJ^ii j^kji 

juj .2 

. Research and Development ^j^kJIj cL>cJl 4jaJLJt 
jl ~j/> Jl <JL» ^ J[ cJutf j cJlS lij Uj XaJUI oLs- ©jj:> jJL* «J jxJ! .3 
f Ui*-J 6L^)/lj j tJ^JI J J-^t JSlJb Jj^j c^Jd! 

? gfc)! i*JUl ^>f i^L^xil i jl ^11 

U ^^Uj^l <>tf Jl ^ ULJi <>* uf^ 1 e^ 1 ^ 

4^.1 tf^i 1000 ^ L-lj* Jl5j ? C J>Jlj 

^ Jj</I ol >Jl J^U- OjSi iSyJI J /22 Dt oiji^ Us* Cr^j' 

5 JLi /40-30 Oh Lj" Jl oJL * • J i J + l 

^^iOi JL*^M oUkl ^il-ul J o-UbU ^LJI ^ .5 
f jJS b\ L^Lp ^ UJ J-^o (jJI UUIj Oil Jl^l j oU,jll 

^U<M ^jjJl Ult 4JT P. Drucker j^l JUI j^jt jU 
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^1 L/*p- ^ dU^JJ ol>L>! JjU; ^1 oUxdl pjjjb dUS 

. jj~Jl 

oL>*Jl Ju*lj iak>- ^ j J>1>- J» Jjjjj^jJl ^y? jiJl JLp o j-cJl .9 

UoU^,! ^ L^b ^jJ U JLp oydl U** J^o ^JJI JS^JLj 

sjujl>. ji^ ^jiid SL^JI V L^1 sosljJI L^lxi^l SIDl JtAii^l .10 
J}U- ^ Sjl^I ^Jl sju* jJJ iLJKJl OJlSiJi 0 j h & J ju.L^ dUS 

oL^jll J^ !aJ ji£ oLu^ldlj OyljiJI o^U-o; fcbjj djljll ^ .11 
jl£j|j Oyl^-oJl oJLj. i^-! vrl^Nl L^jf-US" SabJ JLp J^J l«JU£ U 

.4>.Lu JJlJU JLp JUl*J SJbJL>- oLw 

.Oy^LUlj ^jjil cOx^O^Jl! ^ J-^l^xJI 5j>Uj JLp ^>L12 
J^lyll Jl oLkil JJ <y 4 cW 1jw.lS' IfcjUJj SjbjJL) ^JUI JUs LLp 
S — UjUi^vlj Jl^l dLjyi JM^ ^ o^Uil ^ j^Tmi 11 

SJjJ^ 4*1^ ^L, jt ily ^Ji- j^^j ^JJ| ^ jjil j t o|jL>*xJj 

jijM ^> S^jJll oL^ll ^ ^1 jL^pL ^ c-ij ^ L*^ jl 

(12) 
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. 3 ^1 mil oJL^jJI 

aJU- JJU .ojWdl jUa>-^! J SOpLJlI J SOjjULI jJlJI jlpLj .13 
^jjp U jU IJu> j .UU-I IcjUI ol^dl Jj> viy I ^U*M 

Jail J-^Si Jl JLp^II oUi^ JJ ^ SJjJL?- ^L* ^Jt* .14 
dLJbJ iJbU ( JumJ1 ei-b* ^ L^Lw SaL) j dLJS jlpU br JLU 

Innovator :<l>jjSiil 

^Jj pJbdi ^ aJU o-ji ^> ^ jl ;uLJI ^ tM <>* ^y 1 ^ 

Refuser :0j-*ail jJI .v-^ 
^ oil ISUii Aj-t> ^ b y^i V uA^ 1 r*J 

.uai sjbjLJUi dJL^ o ^ IJl *i J 10 - c?^ 1 sr 11 ^ <i ^ 

:Influncers OjjjjM 

JiJrf j ojj^u, pji j f ^ jt WJI oUUr jl v^ry oUUr IjSjSj 

f Uisll o-* J* 1 ^ 1 ft* ^ 1 oU ^ Ui1 0j "^ J oU^I^Ll 

:Buyers OjJ^l 
,A p-tej ajjll jU^-N U-jll &UI ^ 
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.JsloJi 

: Beginners ^^il jl ^1 jJLi^o .0 

oU>wil oJU> ^J> j-J 6l .oJjwli-l oUcdl £-b>dJ i^U- (jjiir I JJj 
Jb-T 

.jLl^i y> Jl J^JI j C >J| ^ iiy gdl dJUS 61 cUUJu 

:Decision Maker .j 

iTraditionals Q^lJirJI .j 

rMonitors 0 ^1 jll 
j^l jL-ii^l iJjUx Oj^j^ dUi J^j r * cio jull oU oil jt ^JUl jb^tj 

Majority Ui>^ I .i> 
J-*L^ J OjSjlt^j cSa^jil oL^dl j»JL^j jS\ pj» j 

^^JJ bl^wl JJtj c^O&Jl Ja^Jij Uiilil JJ Oj-U ^ A^w 

.£*aJ1 Jl ^dl lift J^aj UJuo Aijjb^ U Uc^» Ojjl^ 
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: Users •(£ 
3JUkX>JI yj| jJ^IaJ J^-j>* 3-7 

Stages of New Goods Development 

J,[ 4JLJ^ <*JLwO A_^J? i(5 j_>-t J,J aSj-Jj UjL» L) U5" «L)L>tJl j^lj 

jj_p jl ^ ^^U J^ijj U>Jb- «4>> ti^ 1 ^ M ^-4-1 
<JLp ^ iJbU* Sllj^t oJuil dUS J oL—jll JuN j .<Jj^ 

.J^tf ^l^Lj iJujJl 

ojU. j .(1-7) j j£JL_i1 jj^y ^L^ J^l^ <y iLJ^ 

JSCJLJI J - > jM .New Product Development Process IX^M jlJ! LL^ 

:JUI 
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(1) 
(2) 
(3) 
(4) 

(5) 
(6) 

Jl SJbJlA-l ULJI ^JUa; 

(1-7) J50i 
oJUJ+l gLJI jijte U** <J JL^JI J^l J.\ 

Source: Likka A. Kainen.l985,«Criteria changee Across Product Development 
Stages». Industrial Narketing Manegement. August P. 175. 
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:New Idea Generation Sjj^ljJ! SjSLiJl jUo) .1 
& j^J\ p—Js J_i J-JaliJ j^Ua_j Sj-SUj JUJlil jJjJaj" tj^j 

UiJI y jUdl J>U <y cLUij t (R & D ; Research & Development) ^^kJI j 
jl UUI ol^d! jijki Jl UJ lJj^ ^1 j ^1 J^b t5> ^1 5Ju^l 5 J 
jl iL^li vrb^l aJl^JI J*b ^bJNI Jb-j y j\ ujL* oUo ^jUB 

J jjJUUJl jl <5 yJl j iibkil itjb)/! oIjip- jJI (^jjJU J^>- y jl Oj^jjil j 
jJUa " jjJl 4_jjjjJl AjjjJJI ^ijUJl J^U- y jl tAjjbVl oljzJil ^Ji^ 

.oJLUrM jliobU <Jl>-ljJl j^UaiU Jyu U IJLft j .y-V cJj ^ L^jll yP 

Lp^j L^-l y <yj tUidi J^b sju^II jl&^l stfli ^ 

^y* *\ jJLJl J jjoJLLil JUoliloj CjUj-Up-I A3 yw JtA>- y«i tt^iU^ll 

oUI J^l J-j> ^ .iJ^JI IJla y-- I^JLp al^ll ^ jJI j^Ui! J-^f 
UujLtA\ JUJl^ <y£c Jij-^l ^ j^j J j-Jl CjUjJ> j! c^J^uil <y iu&l 
.UbUl ^!>U^j j± uUj 

.SJbJjLl jlSo</l <y JLjjbJI jj^-dl Jr J c b dlJ:> J^U- 

^jUL» Ji ^ SJbJbr jlSot Jl J^> >Jl cL^i ^i^Jlj S>aJI ^\yr 
dig:,., Lb yiUl piUul SJbJ^- jlSSl oUIJ^I ^053 J Udl oU^ 
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* * 

L5-^ (Jr* <3 JLuajl <jt Ij>LuiJI ^LU L~JL jl£oU UU I jJL^o 

jL&^/l jjjJaj jiUa-a jJUa-fl iiJbkli JjLujj iviva^di oL^ji! 

jLio</l :>l£)l <3>j s^I— t jijJa; U*j> j L^JLp jL^I ^1 L^lil 
Ula .01 JJU ^JLJL) oJUJiil jL^5</i tfjS tt JLt Jbb il cjl^l 

^hJLj J-^ail dili jlS" LIS' JS\ jl&l C-j>- ^3 Ld5j oJL£ 

Morphological ^^Jjij^ll J-JUi)l yjJL-t jL&^I ^LioV oL^Nl 

*KJtil <i-L^ ^ ^ jL^I IJUh Jfe Jj iSJbJL^ jlfit ilajj ^JL-I <y Analysis 

tij^p- iiJL. ^ Lj> ..iiii ^ UUI J^LUj *l£iU *bu5l oUJ jdl 

> J- 

:Idea Screening jlS^Vl 21^ .2 

•i* j*& tSJjjJLl ^JUi ^ J^l^ ^ sjLJI 2 >il UuJ jcu; 
U*3 ^ dUS J U S^jJLI ^JLJI jjs a!^ J J^Ll ^1 ^ iU>S 

jL^^I J-iJbJ 4SJuai.| jJLJL iobdl sju^JI jL^^/l ^ ^ <JUjil 
(51^^11 Jl ^ l^ej&J i|JU- jx; jK3^l ^ j£ ^ JLa ot ^1 fi\ 
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.L^Uiuj SJbJL^I jl&S/l Aj^a^ A^LlJl oULJI jl (i j-Jl Jl* 

ejb^l SJUJbL ^LJj j&J*/! j pJS f UaJ (2-7) JjJbr jjj 

(2-7)^ JjJbr 



•jla^l ikJjj sjujlJUI ^Lii 43L>j ^ f U5S 



(obrji 10 


5>i w>! v-Jjj" 
(obrji 10 t y 


10 ^ ^UO 










:i*U J»l y> . 1 
iiUil 
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(ot^a 10 




10 ^ ^uo 










j__Lo" i-^-Sj J--!^ .j 
ol — — >-l>- «» 








:<L. jLHj jLcj J^l_^ .3 
£ — iJj^' d -V 








:I.^> .Ja-'J J^l A 
















iaJU J*! .6 

.*j Jl <j LubLil -I 
ol jUi: — j VI j, >o- -t-j 



Mancastcr, J. 1981 "Picking New Product Opportunities", Research Management, 
July, 1981, P. 82. 
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:Concept Testing ^ail jLO^I .3 

j j^JI i-JLh J^il aaJLJI olj^ OjJj>^j EjbVl f jiJ t^U* 

c <_jU LajjjJsJ ^Ijj £fjj ^Ljbll kJLJl jJ^ d)l5^1j (jwSUJ Jl ^p-fj L$.A^ 

^jUtll <y 5 jJu* *V jU*M J^U- <y ^ j^iil jL^i US .oJjjJLI UUi 

:Pattern 5jj*jl>j| TuJuuM ^Jjl iW» *Lu .4 
^jt ^ ,b jUS^ ^ ^ c jJdU J,l5j ^JL f ^1 jL^I jl* Bl 

oJUl ^ju o ywj tC^UIl ^JjJI Jib. jL^-b ccitWl p^waJj <.<L^iii 
.0 jL^I £ ^jJlj c J^il ^^Jl gjjll J 0%^! Jl 
Development and goods Test L^jLl^lj ^Wi^j^IaJ^i^j^ .5 
^il jJI ^ jt Jl SO-. jJL! ULJU ^jt j-i ^ ^ iU^il ol* J 

: j ^!>L5 J^U ^ 4, f UJI ^ ^ ci^ 1 J uLJi 

J oljU>.^l J_>> ^ J ^Laboratory Test oljL^^I Ji> ^ Jj^/1 

In JjUil j jLi^Nl AiiWl ^>Jij Chopping Centers .1^1 

.home Tests 
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io^JLs?- iJl ^Jlp- J AiLJl 4JL» ^11 y jS\ CjL»5o gill V 

oJLfc JS SJbjJL! kdJl jjjkj fJ Af ^1 tfjJJI ^bj t^g-ii! OL^JI <y .1 yJ! 
oX-A (j L*a-jf j^jfj ,^JU- Lg- ^ aJ injLdL L& ^iL« L^jI Ujj iiwJl 

g-djjOlj o^LJ-l JL& JU-Jll a ju> J S^yJl f yGj 

.Jj-Jl til 

^ Sj^l s jJail ^ ^j^JI Jl sjujlJLI ;uLJI ^jls; ^ 
oljL^Ml gSLJ jLjIpVI J Jb^fl jbu I^jcjlSj oJbjJLl ^JUI 
t y^ll f jJ IS1 £*UI JLp ol^ jJI o^Jjdlj Marketing Research Vej-^Jl 
J U ^yc; jJi oljl j&\ JaA y Jl j^^AJ SJbjLi-l iUJUl j\ J jtjoj 

oUiilil jt pJL^I ^Jp j ULJJ J^UJI ^jl&II tJ t 

oJ^oil IAJS j£\ ^jadl otf ^JJI J^i: U s^Uj 

^ll&j ..^JLi^ii ^ >T ^ t jj^i j ajjji j pjirti 

^U^JI SJiOi-l UiJl ^jlo JaJ^ U5 . Wjil jm> >UJil JJid dlJij 
3uut> ^ d^ UU Ijji Follow Up ou^l Jir U«J| J-lScil 
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— ■ ^L_JI fl.la.5J I 

Ouli4j t^^fijj J! g-*L/jJ! J—JCj LajI^jj i<j j^JU oJUJli-l 4jJLJl pjJij <JLp 

^>JJ1 j tf>U?l JJLo LjjIU! SJb^-Jl obj^il JU^I ^ 

ol oJi_xJ bob JL^\ fS-i M Lcj olliJl cJU jl US' .^_iJ153l ^iJ^ ^L>-^ll 

: (15) ^a J^l^il a^Aj ij j — II J 3JjJj>- oJL- ^ JU; j^p jt 
tjJJil\ U^l! cJU ^ : Awareness Stage ^ jJI <L»- ^ .1 

SJLU^I oJL-Jl J^aJI ^ :Interest Stage f U»MI iL^. .2 

.UlP oU jJbdl ^ Jbjll JLp Jj^a>JJ <yu-j <Ui ^-jjJ 

ixJLJl U>. vJBjll J^a31 ^ :Evaluation Stage JU^ .3 

.tfjrfl JilaJL L^jlic 
jlyl-j U J~^l :Trial Stage UUi hj- A 

.dUi 

<$JLi-~- oL£ lil Lq i^JSjll J^! j>_ : Adoption Stage ^1 <U^ .5 

jl jJJ Jl~ :Inhancement Stage .6 



-244- 



SjujljJI j-Luill J-ui^ j] j-Uo LjUm] 4-7 
Success and Failure of New Product 

jt abjj <u! Jl AiUtf>^L .c3l J l^aiil sjbjJL-l ^LJLl ^l^i 
!JLa ^ J s jb^l c^pUai^l bj L^. s JcA\ U>U- j SJjoJU ^JLJLJ ^L>JI joi 

JjJ^J ^ j-lUlj jL*ii| JjJ-Jl £«U ^ p^M A J ji^p ^IjJtJl il jU\ Lm\j* J 

:JV\ J Jl^bU Wail o^joJU ^JLJi ^-U v LJ Ji^-j 
JLJ^AJ ^iJil U^p ^ dJUS ^jj U cU k.Uo <y 
Sj-^dl ^LJJ ^Li-jj u^U^I oUb>-! .uj^ Ukll 5 jji .2 

<*l~Jl J^l <y <jtf roJui-l iULJU v^>d! ^ju .3 

a-* Jl *rUj v*^" <^J «i ^ jt i^p^l ^Ul 
UL* .Lit ^pliLl ^LJI jl s ^il ^Ui 
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m ■ . . 4juL,JI Sj^vjJI 

.SjjwbLl ^LJl Lwj LJidl i^Lwjj oIjlaI iajjJi .5 
. d>^>Ji J~^l C U ^ju .6 

.^UJl J^H^xJ ol^>Jl <y IJuj^ ^-Ijj dUl ^dl <j 

J ^L^- j»L^| <J Oj-£j JUJL?- p-^^Ji ^1 jt Lijj_jdi ;JUJL>dl .8 

L^jJj J^-j j^ll J SJ-fjJpl wJI oJla cJtf UK j t^bjUdl Jl j^^l 

. J-^t dUS jlS" LAS clfci JjjJLl 4j^^U j 

JLoj^I olpjjJL-- ( ^JLJ ^pi UJ^ J I SjJI 4-pL5 ^ju* .9 

.jijkJl <JL* Ju> JUjVI JJ SJbJL^I jl&^/t jLx^-l j pU^I <>~^ - I0 
.sbuJJ A^bdl ajljllj oljjil f >^ .11 
^Ml jL-^i ^ dJUjlJLI ^UL SkJjJ Lij^ii! &JL;</I S*USj UpU .12 

oLw j*!-*; fr*^ J dUi JjU^j Ji~r JS^j L^LUj Jlj^l U^p .13 

.SJluA-l ixLJJ ^Ji U\ja .16 
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:FaiIures of New Products SJUjJ-l oLjcdl JJLi 

SwUjJLi ( JlJU jjLill Jjjw <tf oU jjJl cJUy aii . jJlU ^ o^si 
7.25 - 7.15 ,Lj>I^J\ (; JlJJ 730 - 7.20 c^iJL aJ LpL^JI J jjJI J 

760 ^ L* Ob , (16 V^-^! (^-^ */- 60 " '/40 Oh k> coUj^JU 
.^l^JI ^jlSJI Jl J^u" *y J j^Ji J e jUsM ^ ^Ij ^LJI 

10 J^UJ ^JjJl oljjJ J jJiy> oj-,^! ^JLJ! ^r\yj .Jj^l JJ 
jjj U7) 7.38 U IJlaj ^> f 219 J^! <y 85 J^i f 

jl-Jl jliolj 0UU3 JLiJ SJjjw Jjtf aj jty So^j syr j 3 

J-ju od^Jl bub J JJL-iJl^ U^JUi j Ujj^JI jj^LI <^w* .4 

iUL& J^a V d\S 1^ ,>dl jlSlL ^jJLa; gdi .5 

jt oL^Ldl J olj^p ^ j^-jS oj^oJL) ^JLJl J bji .6 

. J ^.JJiJi f lJL^/tfl gdl Jko 
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j 4jcLJ! ^jJloj J dUS Jl^j oJb JLsl-l <xJLJ| ^JiJ c-w/Lil j^P C~J jJl .9 

^L^ ^L^l J (j^ilil ^JU- y ie-^-JI ^ajJ JUi^l ij^j .10 

.SJuaJrl UUI ^ jiii oUJJ Jj> & j~L> j^Ul Jl i-ili* 
^ oJ^il oUuil ^JLi- J UJlil cJj^JJ jJ; JJL^ >\<Xp\ f . 1 1 
* tioJw^ <-i>^ p! _ r L_)i obUj juj^ £*U1 

.JjJiJ o^lal! ol>ai fcJJ ^JLfcJI 
^jJl ti^^l oUdl j sjujJLI 5^LJ1 ^ L^U 3^ >yrs ^ ■ * 2 

.jl^i ^UJjl ifckU J^JL, Jj~J! j SJbJbLI UUI J^l ^ ^ .14 

.j^J! JtfytJ! .15 

.j&pJI cA 0 ^ e-ibutf .17 
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Summary 



^jh ULJli cLjJUo j Uid! JUpI Jj> j^] U^Ui U*t ^ J J J^j ^Up^II 
^yJLp aLiJ^ J^Ul aJu^ J o jjjJl olib U JS" ^ Jj V ^ jJU i ^ ^ jiSt 
<*JLJI pIjJLj 0 jjjjl j»ji> Uju^-j .<ih>JJ ULIj^j L^jU^j U oLIp jJl 

cf—N Ji>^ cMy 

j^j cl^JLUj oLadl jlSo^i iul^; ^ cli JJL. gji 3Jbj^ S^So Jlp SJbJlA.1 
4*LJ| jJjJa^j ;eJUjJL| kUU Jjt ji pLjj ijlSo^i oiA f ^iil p| ^| ^ 

JaJa-L| j^Ui ^wU JJU Jl j^/l j Uo^j £lf JL* SJUJbLl 4aJUI JpLj j5 ljLJ 

UpU Jl A5U»>L IJla t( yLjU I^jlH; <jJ1 ^LJJ jlSc^H, jba^l jj^JI SjbJ 

.^jjiJ! oijJj A^bJl ojJt! 
^LJJ 7.30 - 7.20 ^ sjL-jjbUl ^LJU JjlJJI Jjl^ dj-^t ot ^ 

.J^i^l! jiJU 7.60 - 7.40 Uj coUjUI 7.25 - 7.15 j ca^L^I 
^^Jd ^J5j jVj^ jUU 20 Jl jLL 15 ^ o^l ^ 05 

J L_i^ jt oUJil ^jai- j\ J ^j^p j] sjujULI gJUl 

.SjjjbLl ^JUI ^j; J i^ji! JU>.Jj L^jll JJ ^ 
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Case Study 
(Zay Co.) 5>*L>J| 2uuiSu ^jil ^ ^ 

UaL^ j±S 1992 f U j tSj>U-| LJ^Il oULJ £)Jl K jJ> c^Jti 

Ji^j h^b ^1 jij-^" J^-l ^wLM 4lt* c <-»*b ^ 

^1 a_^p jJI wl—jp- <y dli$iJJ oLpj aJij Jl tiJLgjj ^rjli-lj v-JS^lj 
J£J £*Uil jU- ^ ji^j .ajUII oJLA iUlic^ Vr^l 3 <J*>U- y 

J-^-ilj LsL^jJIj LJU- oj^ULl iLJ^I ^1 ^JL^ gtsfe ^yJl fjfi 

Jj^JI j jiJU^ii (Jlj^t tfyJ! glrfl <y 7.70 

j££ b: (Mass Production) .^fll ^b')l! v 1 *^ a 4 ^ ^ u&S^ 
^ L.j ^UJl Oifll jSji bp fcjltil S.U53I 
"ikil S-yJb ^.jjj^I iSj-H 15>-« til *Mj 

oU-L^I i_Jtl (ZAY) U!Ap i - ! -^ t '/- 30 i -^ ;dl V-J'J 
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^yJl jlJLI J J*UiJl ^Ltf Jb-jll <y r U ^ 

J >-Ji J (Zay) Lf^tii* g-jj Jj^J J I^sJ^la aSj* tf^Jl Jlli 

1U> c j^J| igjjJI tgJl cjj^JI JUp^ UjAI ^ l^)" j uMl 

j-tULI gJU (Outlets) jJLJl vfJLU f U ^ o ^>;j gdl 

j»LwJl iil^i <1U J J£) oL/i^^jl J ^jJI 45 jt> 
iii oLaI^VI LfcS ^jui jj| j ^l! j SJL_J^/l oUj^f jjjj. J 

Lcj "ojl£1 r l,dl jlpI^j -u^Uall oU jdb ^ f UL| j| >l j iJLJ^I »l ^ 
J SJLjJIp ^ L*it Jl <*U*1 (Supply Chain) aJUlScdl JU jjdl cjbj ^-^bj 

^•U^j 1^3 1 j^il J tfyJl jte JLA3 iJuJl jjkil j ^Ud ^*>L^f I 
a-^LipVI S JJswJ Ur Product Market Diversity 

Jii Jl^lj ol^dl <y pjll IJLa *IS J uyc- Jj^ J5 (DEPEND ANCY) 
tf^Ji c^lS vl^. f U Jl f U y Uj>j Ai^uil «^| <y ^ 5 >UJ1 

?sjbai.! gJUi y^Ja; Li^ jjj^ .1 
7.30 ^1 Uil JI^SU *VJb <^UU| y^J| l^L| iabj jsUj jju .2 

^ ^i^di L!>uJb 
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4juLuJi 5 -La- jJ I 



2 ASLiai iiluil 



Assael J~*T .^j JSj$ .1 

^Jjj^jJJ a^aaJL-L^ ^jJ^^j^-^ 

Jl J jJb*- W + Ail J>[ .l-j ia_^ J| JLjJbf j^_Jw4 — J»l .1 

^LJI J ojJLpL^ ^^il fJ ^ j! Jai^J! oL^Lr- jl a-**- Jll oU>LJL| .3 
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<jv-J OjUllj JLxj J j jj> ji ^JUl oLL^I y 

:Js|jJl 

UU1 j^Ls .> ULJJ Jjl y ,b 

oUjLdl ^ jjjll LJ _U J j^a_*JU ^_5: JL1 J^l iU^ll e I* J .9 

jjJLflj pj-^ .1 
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V - 1 

a .2 

1 .4 

^ .5 

I .6 

a .7 

3.10 
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ZJUJbU oUwil ji jlxi 

.Li 

<i j-JI Jl SOjoJUI o^LJI ^ji; 

tit 1 
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Services Marketing 



Services Marketing 

Introduction 

oaUL! jJLJI Jjj^J ^ ! LftbM ^oJb$ obo-M <jt dUV 

I jJj~w« ^^JUi dJLb ^jJLp j^il j^JllI aj^UI ^JlJI JU- J 4judl dlb 

oUJl jl-VI j oL-LJl j oUUill j ^JL^I ! ^ <jt oUoi-l glk*J 

6t Jl Ua 5 jUtyl juVj .L^ ^JLiuii ^ j, ^JJI J£jJl L^Ujbi *bl 
IJLi LL ^jLiiil J jjJ! oI^UjSI J ^j^ai i^t J£JL> ^1 oUjiM 

Service 2^a^J! uiunu 1-8 

Jl lJjJj <o JJb j^i j^-p *bt j! J_^p ^! L^jLj oji-U Kotler ti y> 

^ jt Oj-^j 4_*aiM U l£L* ciUS ^ jt oj^ ^ »J J> 

^Jl ^Ull jl olbLijJI) L^L AMA J,j — is&^M oui-l cJ 

^-"-^ J-** i£-lL> *— ^ oUaLJLJI) L$;l i*JjL| Stanton >J 
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Lp-Li <_*ii* jl JsLU "L$jL U ^ JLZi Kotier & Armstrong U! 

. (4) " jjio V jl gux y ai ojjLI j^JLiu i<-5Ju h\ 
Owli t^ljJ-L; 4_Sj-U ou^ tf> sjLp ^ l*JiU jl ^j^i Lovelock Ut 
L$JLp i^JJlj Vj J^L-dJ <Jbli j ^ j-JU ^pU p^jJLj <kJ ^ jt tUJli JL4 

l^A^ Oy-L^i Otf^j SjSLbJl ^Jp JLpU* ^-Jj JfiJl i»-b^ £^ Olj^ail 

^ f ^LsVs j gLdl otf yij oLL^j olSLi ylb ^-Jj Jill jU</i 
V ^1 oUail Jt? J J^J otf jJJl oi* jt Jtf>- /JII U*L ite^l j! 
lij gpJLl ^jJ U^l j gJJ JUp^/I ol^ *j>j» U j! gSl^lj 

L*5 f L-Jl Jl Jlj—bU ^j^il Philip Kotier aii *»Ui 
^j^l jLS IS1 L. ^yd! <bU ^ ^ ^JIlj .(1-8) JSLiJi J j^lj 

U> Jl j^JL c5^Jl J (1 " 8) J^ 1 4 ^ 

-:(6) ^ j Kotier U^Jb- 1*5 (Lit 

.^UJIj jJll Ji. SUS3I ^111 gJLJI -1 
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15 



'5b 

c 

co _ 
C J 



Tangible Elements ^bJI 



(1-8) JSLS 

Source: Kotler Philip- Marketing Management Analsis, Planning and Control 9 ,h 
edition. Upper saddle River, NJ. Prentice Hall. 

J JLottl ^LJ! ^ juatf l^Jj ^'U^ £lkS J^<JL ^ ^Uail Ji. 

.oL>-jJi ^ j LgJL^p 
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. 4_ULi)l Sj^jJI 

uij-^ jJI j ir* j-kil <>Ju JjUl tfjLZj ylUU 

•(J^ ^ {J^^ 

Services Classifications ljUoSJI < run^a 2-8 

2^ti*JI |Q_J^LHj 2- SjiUlAjTI Utat>. LjLaJL>JI p^ i flirt) 

Cu^h ^ u )" J* <i 

oUjl^ JUL* l^lj i^tAij oljUJJ JUj>- Ji* ^ 
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R. Dow l^WI <ojj U IIaj l^cJLo: J jji <J 0t v£ j^JI jl N[ 
The four P's of services marketing: People, People, People and : JU ^JUl 

People. 

oLJL^JI Jjl* :oUjuL| ^jlS ^L-^ a Jr. Jl jj-^ oUjl^ .1 

OUJL^- JJU -:L*JliU ^jJLaj ^L-</ JL^Jll jj^- uJUaS N oUjl^ . v 

. (j-otAil uLJ& j oijLwJl a)Lv9 

>Uii"mt,U JLuajtf I 4j»jJ icmi -» ljLaJ^JI I culfaQJ :Lmj|j 

^JxJlj ^Lj^Ij <-~JJl oUa^ Ji* JU u? ^i JU;I oli oUjl^ .1 
o-^Uj oljL^JI U^j cJJij oUjl^ Jl- ^ ^ oUa> . v 

(8) - 

V-U*J *lj-»bU ^ oUjuM ol* j -i^LJI Si-U- J 
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.« Ji\j UJI l.Jbi Ji. aJL* cA.Jbt.vj 

Services Characteristics uUa*ii ^Uai. 3-8 

:(10) (9) ^LL^^j iolll ^LJ! ^UiU ^ oU^-l jbf 

Intangibility a^ui>*JU>UI .1 

it ^ U. jJL. j^i S-ai-l at y> ^J-J! > oUai-l jrf U jjit <y i)| 
f ISi-tj oljly jUu*l Jl* SjOSJl Jl JJbk J-J^ilj al^ U oUasM 
J > ^J-I J-i Lpjj jt Vi jl l«Jjl- jt J^- & <j*s~± f~3S J* *Ui 
aliJLji 3-.Jbtl J J^u-Vlj gtS)!! jJLp ali a*J > 

jjjtf ,|Jlj jJLjJI ^ JUJbJI 1*1*1 f- 1 * <> S^V ^ <3 
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obj^ ij-^-J f tl^l^i J_J 4_aJl^l ^^a-^i cA^J^Ll j^*5jj fcji 4 JiJl 

ot jj dU3 JUL- j ,1 ytJl JJ ^ Spill ^LJl ot ^ Jbil, 

JLJbj t N f t oJL^- UuiJI j^ f t^ ^Ull j V ft <d v*L. 01 jt ^ f t 
UL43 oUjl^I JUL- jJUlI ^Ul jiJl J ^1 jJ-I L-jLr 
fl SjLj JlLp tAi*i .Ij^- uowj *l j-^-Jl jl j jJLcj 

J aJi^il ^ L^feJ i^lll ajUIj gjjll Jl- ^jJu* Jl ^j-U^UI 

tl^cai; o fjSi\ J oUjiil Jjj^J jp f JUS I. JJ £iU>[ 

oi£ f ^ ^Je I^aj ol J 0^ ibl^Vl j <jt 
^LJI Ujlo j^Ij 01 J dU^Jj gjj a^uM jt 11* j Lilll jJUl 

Inseparability 2u*pUJI .2 
JU-1 ^ US' l^js Jl ojgU Ult Up ^ ^JJI ^ </l 

.O cJUrf ^aJ! ci^Jl J i«Jli| pjXaj .1 

..u^JU oail JUi)/ Ju^fl ij^L.^I pLLI ^j^dl .2 
.ti^JI j-^jJI ju^u L^t i^U j oUail ^[i fJlP .3 
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SJ_aLU! Sj^JI 

<*JI c^Wl c^l^l ;5pUVI 
Heterogeneity/ Variability ^Uon f / JiUaJI p ,3 

aj^u J-ld <L~J t^^i ^t* ^ jy^j ^j^p cJl^ Lug-« j-l u^JaJli .iaji! ^jJUj 
f>2j ol Jl col Aw>lil flJLA j .<-ojlsL| j JJli f jlp- jtffc life j 7.5 j 

^k:.... j N .LjJlS ^oil ^xa, ^1 J L^l ^ a^l J*jj .1 

-u*i ^1 <^ ^ cUl> cJK ^1 a*>P «>U <> oydi 

oLS" bp .4^jl^JJ ^Jwll ^ife jil oL kail ^JiJ cJjj J~**)i pv-^p .2 

pj a^UJI sjLjBI J ol^U ill ^joii cUi Jfcj uvl op-bt 

.iuiM f jii- ,bl > jgJfcll J jj^l J tH» 

aJs Employee Morale a^^JJ Oy^ 1 0>UL^I jLcj Ul 

.ooil f ^b! Jilx J 
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i-juM pU&j LiU j L Jl **U1 aJrl Ji^b S-JiS-l -I^T v-5 

Lp j^S Jikj ^jjdli SJb-l jji oljLdl J 5-«JL=L-l ^JiJ oUl ^>-Jj ol jJa>- Ja~<Jj .2 
.JL»-j JJLi* JSCJLj olj^lii *lkpj ^iat j j>- J5\ 12 

Perishability ^jl^J! aj^^/ ^JIjpl/^UAll .4 
.Lpj£ A-Jl&l f j_p JJ uU4 I^Ijl^I .bill j J! jjlJ oUoaM ^^cs 

^pj (Flucuated) t^jbin «0l oU^uM J^ eJlkJI j^jc U limj 

cfJJi J UWj AjJcu^a oLslU JJLr U jUpL S jL^ JSLSj J jl 

^4 cJj) olkJI oJU jjjg JU OU^I ^JLa, SjJLs f JLP JULj .cJ ^Ji 

Ot Jl 43U4 .L^Ip c-JWI oJ- 0j2 Ifrty j? jl jjll i-jJW VaULI ^LJI J ^ 

^jji ^ ^1 a^jui ^ cO-^ji j l^Jp L-jyi abj, 4, ^jli ^lji ok 

dU3 ^ gLjj JbJLj c^JI J yp ULUi cJjJ <J >JU ^JJlj akdl olSUJl 

^a*-J .1 

Off-Peak iUjai oUjt Jl Peak Periods SxJLJI oU/ ^ oUjJ-I 
ei^l J jk^J\ J\lJ jU_| j JLLl US' ^Periods 
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_ . , 2i«LiJ1SjL^JI 

£y~»* J i^rljl Reservation System £LJl1 y>J-\ ^\jJ>^\ 2 
pplUI J JU-I y> 5 jjJJI ol J} J^U Part- timers ttUJ ly JJJU .3 

.(Self Services) lui-l f JUU Jb> *^*Jl Lj-iid iJlJJI 

C>LaJL>Jt 4-8 

.oL.ji-1 ^UaJ j J-J (IUJI J iJuUJI ^1 ^ <>' 
^ cL-^ (GNP) jUr>l ^j-JJl glLJI j oUjlJ-I 2~~J gLijI .2 
^JUtf! ^^Jdl C -UI ^ 7.72 J oUjuU 6! oLsU^-)ll 

ISi^l U^sU oLN jII iUdl J 7.85 Jyj ^.jjj^I jUMI iUxSM 

(14X13) 

oijjJIj JJLaJI j s-^I ivov^ oUo^ Jl c bi £»USll SJiilj 
oUjuM Jl LirU-l 8*1*3 Jl &\ l^-As^ 1 fW*-lj cHJj^>" 
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LjL*JL>Jt ^XfruH ,i ..... ■ — ■ ' 

CiUjLiJLl ^SijnHtl (jrOtUxtl 5-8 

Services Marketing Implications 

jU-^-t J 5^L_,jJ1 lIUj Jj-^* ^ Jj ^LiJjVI Jl ol.jJ~l jU-J J^c 

J-sJajj j»l JL^L^il j I L» JLaJ 1 jAA>- ^LJI ^^Jwo ol tiiii ^wj t^JLJ! 

Li Lf tLabour-intensive <ij^-Jl j-/* I jJZ bLipl jujjO 

y jU-^L ^Lj mass-production j^Jl jj^)" Wj-* o^U^I 

Jl Ljj ^LJ jJI jU-</l JLJLj U^iJj oU-uU 

«j1 ^ iJUJl jL^</l cJtf lij UJ Jt^. La ^J* ^JUl JI>J| j 

. ^jJLill jyS ^sLi US' oLjgU o oby^> £L£jl jUw 

^ jjl oL-JiU| ^Ua3 J ycJJ j^JJI I jl Jlil life J Jjj^JI yl^ J^j 

Oj-^J L* LIU I^j^j oJlil ay. ^^UIU .^LJl J JU-1 aJlp y> U ^i5C 

.oLjl>- ^ U S^A- ^Jl Jl 

:ljLo JL>JI j_jj^J ♦ lj 

:Up ^ ^Ul ^1 ^iU L^uj^- ^ Irtjuc ^UI Jl juii~ll 

•^J^J oU^il life JUaj • 
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, ■ ^liJiso^yi 

l^ja; ^Ut Jl ooil ^ jJlJLi ^lkj V ^1 oUiil Ul 
^ |jlp-I j Jl>-L 4JUM flJLa> J ^JyJl d\* (oljLJ! ^JLdJ c^^Ail 

LisU* ^ S^L^JI j ftA5^t y» Jlii lift J aJJ SjLi)/| jjj- [£j 
lid! JjJ, ^ ^Jl ^jdl Judi J> £>l Jl SjLi)" ^ 

UatoJll g^jjtfl JiL-j a! tfjJ jlk" 1^ ^ O^ 1 attributes 
Jls L^l ^ ^ij Mil oU^JJ ^a^Ul dU: ^ Ob* oUaJJJ 
^Jl l^tj (Physical Evidence) ^U! JJoJl (Words of Mouth) f 

.(Personal Selling) ^.^h,*.)! 
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4_J> jydl e^Lj kail j»JLLo ^^U t-^waJl jj^ J* J* 

<y ba* Jl j^l <y jjUo V c^JJl j kail f a*l j-tdl cJ^I JU 

.iUl^ (^L 24) j^u cU^ 

:oUail J a-JUll 

j Pure Competition iLl£]| A~iLil 5 jj*U? 3 j^- j j»a* ^ ^^Ji ^ 

J U jJ*! ^1 IJU Jbi Lit Ml ol^ ^ Jlj^^ll Jl f jii U cJ^I 

^ LJ J^jj-Ji jl^I J\ j-J fJL_P :dJUi j c^^Jl j t^JLJl J oUaii iJU- 

^ u^£i*i~il ^jj Brand loyalty 9 V j h-j* JLa jl 

jip yu o^j *v jji ^ Jl5 at yb u a! vi ^ ^ijjL. 

^t>Lp jt o!>U 0y^ <s*^ f U JLp oi^ 11 jl^l j>. L. j 

;L^li£, ^^Jl cLUi ^JLSj ^1 iojil 0^ ^UipJ dUij aJL^I 

f ail JUJI ^1 oai-l JLp J \^ & ^a.^.U ^ jua^JU 
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^iinsj^i 



Services 




Sector 




Intangibility 




Core Service 




Actual Service 




Augumentd Service 


iL£L\ I- Jill 


Services Classification 




Client 


Oj-jll /JJUll 


People Processing Services 




Proporty Processing Services 




Mental Stimulus Processing 




Information Processing Services 




High Contact Services 




Low Contact Services 




Inseparability 




Variability/ Hetrogeneity 


^UJI / JJUiJI f .u 


Work load 




Employee Morale 




Perishability 




Demand fluctuation 




Reservation System 




Part timers 




Self Service System 




Standardizing the Services 




Personal Communication 




People 




Professional 




Reliability 




Tangible 
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Direct Channel 
High Contact Services 
Low Contact Services 
Professional Service Provider 
Consumer Services 
Business Services 
Automated Services 



Lplj^aJi oUJV.ll 

oUjl>- 
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Pricing 



Introduction 

j-jJI Li^U- ^ ^k^Jj jry<~dJ oL>«Jl jU J oUcdl J? 

^ jJUJI £Lll t^La^sVl cij^laJl (.0>-iU»l oli^aj" tcJLkJl JJU J j^JI 

yuJJ f L^Nl Ijjji jl jjj^J! ^ ^ jlS" JUlj J,>JI J^l! 
(►L^aVI Jjlc y^JI ^^>1 J jjJl ^ j^xJl! JjUIIj oUo^ /^L, 

JjjJl L^j^ p-wuj .Up OUMI Oljlyj Oli^a; JLp >..,„U 

Pricing J;H Luii! I j»,^l4 1-9 

(Value) lUJjJ <™5^l obj-il Jb4 yuJI jliu j^kll ^ 

jl — li :>J_^3 <^-~>- .(Exchange) J^LJI j*j-*r JL-*J SJ 

^JU- ^ tfjoil (Utility) UHI Jp J^JI Jl gdil I^jlL ^1 oUjil 
t^Ul (Price) j^jJI ^UJ^j toUotlj ^LJI oJi J^JI J ^JLili 

UtAJI ot viUl;j .Uill oJla Jj> J^l JiU. <*i:> ^jUJ JLp ^ 

/ i*JLJJ 4^J1 c*lj UK ^1 ^Jl yuJl SSjlsllj ^JUr 
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— ijtxjLUl Sjl^^JI 

jJ! ( yuJI) J^U- ^ l^U ^ ^[j gdi ^ ^1 jwdl ^ 
(2) <3>~J1 J ^ ^jil jt ULU IjJiJI waJI yuJi jLxp! ^ 

3 jaJLj iiJj-j jjcwJI jt (^-Lp "a V lj ^j^jJl ^-S^DI <j-jk llA jy» j 

icbLdl ^ LgJlk J jJi ojjJijl jt .(Terms) 1>j yL-il JaJ^ Uu! Jj tgdl 
.... ^IJ^j^Jii Vj JL-^ij oJul! UUyioUaiLl <.gj}\ ibj* 

4JLp j^dl ^ S^U ajT US' tb> J5o Skil *LJ^I <y j^l J yuJI Jt^i 

jl tl > j-iJI £*J^ J;> JL5I >JI j! c^JuJ! oJbt / hJc* ^Jb" V-ljJil 







: (4X3) J a L5l 




Price 






Tuition 






Interests 






Rent 




JJLil 4»*i^> JjLS^ 


Fare 




SUlAl i^i^a Jjlia 


Fee 
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Salary 






Wage 


>rt- 




Commission 




LiiUl J ill >Jtl J.U- 


Dues 






Fine 




* 


Tips 


«• * 




Taxes 











Importance of Pricing jju^II SojjpU 2L*aV| 3-9 

^bJl Jilts' ^JL {.LohVl s^bj Jl cot ^1 ^Ji\ <y jujuJI dUU 

: ^Ly.5ll oi* ^jht jwjlli i^UM JL-^J L^ll 

:at si juji ^ui jii ou ^sai jb4 y, ^ji . 1 

i-jii / UJ| ^ kill uiCJi x y^J\ = JKJ| 3^)11 
Quantity sold x Price = Total Revenue 

.JJU-I i^uJI Jfe J i^btj oLJt&Jl 

.J[fi\ A jjJl jly SUSI 
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UU! oU^UJl j Private Brands oL*^JI *l ^ J| oU^I Jblj; .4 

5J jyll oL-^UJI y-~> ^^LiiL. J? JO ^JJI y^l Local Brands 

( JUJI JSUI) JjUJlI otfp o^l *frljJ U Js* fcj* jll ol^dl jbu-^ 

Process of Pricing j±*uuJ\ VUl»e ol^lai* 4-9 

U^lil oL>^ll jy^> o^il JJ y o-jUll £>LJI <y lIIJLa 

Assael ^ ^ ^> *L*sj>\ f ^-J? yi\ olUJj Jl aJ^p ol 
i^^l ^Lc jo^Jl ol i^UM oLk*il <y cJj^Jj 

1JU ^ jKotler, Armstrong and McCarthy J£J £>y^\ SJ ^" 

grij^JI J!^ & cA Jk^ Jjk" ^ ^ ^ ^ ^ kil 

(5) (l-9) JS^JI 

<_JL** jf^-Jl Op (1-9) J£jJl J OiJil £ ij-^Ll Uijj 
.jj^dl J Sjijll J,l yi\ U«-jU 

:Pricing Objectives jqjuiull i£Ua1 JbdL*3:V$1 
Jj^ iJill oIjuI J ^ilil l^Lj^ ^ ^ ljJ ^ ^ 
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Pricing Objectives (JlJul JbJb£ 



IT 



^JiaJb ipr^il (i>Jl- 



IT ~ 



(1-9) JSLi 
Process of Pricing ^- all U** ol ja>- 

Source: Assael H. Marketing Management Strategy and Action, 1985 Kent 
publishing Co. Boston P 447. 
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— , 2uujLUI 

•.Survival J i) *IaJ I 

jjl oUJa'.JU 4jjryuJl oUa^I j^I ^ j ^Jl J *UJ| cijLfe Ol 

J 2J> _pJL» ol j^JJj SiL>- L-JLa JJ? J J^uu j Sjjf oUMp dlkr 

: Profits Maximization gjll ^JbJ .2 

(Cash ^.UU! J3J-JI jl ^jUrl gj\ ^ ^ > JJL£ jU^HJ 

.Return on Investment jUi^Vl wisUJl jl Flow) 

tMaximum Market Share it j*Jl S^L} .3 

s^j> j^ji j ifV ^ oi^ ol j>Ji J ouai 

J X-xJl ^ hfij Js^ J^j ^-V 1 ^ 1 >^ til i$*Jr- lip 
yu^j Jj~JI Jl J^-l J^l jJa3 ot oLJadi oIa Uj .aJIp V 

.£j>JI J £^>l ^ ^ ° L ^ il ^ ' v 

.5a3 yllj <JU-! Libll jbu-^II Ot 

Xfa^ l^SL. J>Ji f JiAJ ck^J 

:Product Quality Leadership gjd! tsyr ^ - 4 

uiss j jU^i ^ gB ij^j j>ji J ^ ^ oa> 

il .SjLAll ^L-Jl a^jJJI OljftUlj f 5 J^ Wi ^^1 oUJiUj 
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Non price Competition /status Quo objective : (7) 

.<yUI <A* ^jJ ^jUj Sjj^j L5 U ikslil • 
J!>L^ y UklJJ 3 Js\>X\ A*-j3 y JJL5j ot ^ I J\ £j? j}\ lJJ^3 La ^yj 

Factors Affecting Pricing Decisions 

:jL US' U^l* JbU; f> iukJU JLULJI J.|jJ| j sliuU ^jlil 
:Environmental Factors -LjlJI jt I^-jU-l J^l jJI .1 

<*j^Jl d?\jJ}\j LUrlj Uy^}\ jU cdli^l ^dl ^ JbJL^ JJ 

s J b l cr^ Consumer Influence : Jj> dUL^lJil jrytj(T) 

jU— tfl ^ ai^Jl ^ jja o^Lp jL^I ^ j^t ot j^l 

<y (5^1 VJ^lj : p rice Perception yuJi illjal .1 

uu o>S j ^1 *fiUJ| ^ Uj tJ U^bU <<WfJ\ oU*V ^ 
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^^^a ^ij^ j^J> (JbJLj oOjijU C^i^l y£ AwL>j jbwbU 

<d*£ cJj^ LiUS ^ 4jWjS <y j£ jt J5l yuJl lijj 

/*- ^ JJ AlwJi olft ^yu ol Jij^Jl ojbj J^i iJULj gdil Aj£ J i3ju 

oi^JU uh *-W*JI o\ i| JL*Jl yu-Jb JaJjJ 5JUJI jJLU .gdll 
cLULgi j ^» L$i<u ^IjjJjj 3 jLwj j! J jJij Ux^3 Ap^k 

:Consumer Price Response yuJi <LjlJ1 obji^JLi dil^uA! <jI»ixJ .2 

•<y»J ^L* « j^j c^J ^ h*r^ 

uJWl aj^U lLUUa :Consumer Demand yuJJ ^tA^u-^l iJUJI .1 
oL«Ml oL^o jL^J jujl£ JLp Ujr^b JbJLj yuJIj ^^Vl 

Jill J^U- <y y^UJI dJLa Lp^j 

Jjj^jJI j^x* ^jl! £ju\ j JjJI J SJbJjd! LJUll ip-ljl ui^v^ 1 

JsIjJI 

Jiy 30 = 7.15 x 2 ^ 7.15 ^ j«- : <-^ 1 ck^ 1 

.^1 ^ SJb-l jJl UaJJ jbi 1.70= 30 - 200 

i^l U uu3 6c^l J^VI Jlp yjdl gfcJI -^.J 
7.30 l^j v^- 1 ^> >^ 0t e^ 1 :Jj ^ /i W 
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10 ^ oUJlI oilj ij JS^JL ^ jJl JbJLj iiU! JLujJI Soil ^ 
.jLoi 6 jJU 4 = 2x2 = oUJlI J o^LjJl d)^ Up (1) jJU 12 JJ j ^JU 

3.5 - 4 oUJ.1 kJt^j oC^I Jj> aSj^\ jU > ISL> 

L^jjdl (j^aJjj 5j^JI kj^l J^i\ j>U>^l ja (3 j^JI J ^^vibJl 

jLp Oj^U 3.4 jIjl^ Jj^l aJULI J oUJJ 

.lua jbjp 0.5 iwa oUJJ J oljil lJli)l aJLU J Ul 



jLjVI 



2 " 

1.90 - 

1.80 - 

1.70 " 



4i 



2 

1.90 

1.80- 

1.70 




12 



10 



12 



(2-9) jSLi 

Demand d jJib ^jJLLil U£Jl Demand j Ull S^lMl 
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— — ajujUJI 5jj>.y I 

jjJV.il ^ :Price Elasticity of Demand JkU AjywJl 

U*£J! J c < r jJl ^JcJl <y ULLU Ajjjil ^UJ ^UaVl 

ti&if~A\ Oi* j^-Jl J t | f *-Jl j^ll ^ J5t 4^*531 j ^Jl j^ull qj& Uj^i 
dUi Jb»j Inelastic jy> Jbu <_JUaJ! o[* ^ ^yj t L~J tjwL^- j*p OjJbu 
= yu-Jl i-ijy <jt ttwjP- 7.2 LwJj c-^iil i^Uall j 7.15 i^Jj ytJl ilj lil 

jgftsJl oLS U .7.20 jt I ^^Ji jlsJjJI ^ J5l U S jJJ OjSS M | = ^ 



. jjll j*j vJWl 0-9) J£jJI 



15 



Price 






I 


D, 


Inelastic 








D 2 


" Q. 




Q2 

i i 



Price 



15 



10 





0^ cJUaJl 




1 Elastic 




\. I 


0, 


i i i 



12 3 4 
Demand cJLki! 



2 3 4 5 
Demand cJHail 



(3-9) JSLi 
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rRetailers & Wholesalers Influence XJUJUl jl^ / j\£ jjib (^) 

^ ^J> J>\ gj\ JL*U j Up VI oyo Jbtfc 0! Jjj-JI SjbJ JLp 

^Jj> jy> IJL^ JULj tUjj^Jl U^JI Jplk-/ a^Ll j a5>JI 
: (8) Jt>U ^ iLilj i5>Jl ^ 

.ol-JiU j jwudi oL-U- J JL^jxJI jLjJ <Sj>dl j J,L>Nl L*L* .2 
^1 jU^</l ^Ub f jib ^1 j sUK, .3 

L^j jLco Uj jr^-dl L^Jl j5b :Legal Influences <J jjUJI ol jJjll (j-) 

jJl oUdl jU~»^l oU j£A-| ^^ud <y 

oyl y jlJU^k aJjJI J^Jb- J^U- ^ jU^/l JL> ^fell J^U. <y j! .^UJI J,:> 

oLbU! J,li</I ^ LK jl^</| gyjj juou :Competition LJbil W 
: (9) ^j J^l ^ iujt 3j^U«l >cj . jlj^bU 

.Pure competition i-LJl 4^Jldl • 
.Monopolistic Competition LJldl • 

.Oligopolisitc Competition 4JUJI 4~ib> • 

. Pure monopoly j» U ! j V I • 
&\J\ 4_pUIj OhJ^I & 3Jp J^JI J^JL, coUl A^ilil aIU- ^ 

^ ^ 0^ Jj-^-l cpk-i dU^Jil o^f J^JI ^ jjsrt, 
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<jl ^jLJI Laj Jj-ji! ^j^Jl y~Jl y j£\ jUmiL c^JLil ^jyOLJlj 

J j^JI J iJb- pU J jUI jj^ Uj J~*j>d1 oU ^JU j ^Pliail Ji* ajM asJI 

S^Lpj 4_>*H« u_^>/bj (_£ JJl jj^Jl ^ jt ^k"*.jj oMLil oJlA J (jwilla J j>0 

Uj^p j^j^I J u^Jb- US' tjwiU ^ ^-j ^Jlp J <^>U-j aJU jU^-^i j jSJ 

JjJI J Jb-lj jSL iyrj Udl jl^^l JuJLlI Jt J Ij^lj 

45 yUli ,£JI ...oUil t ,L^l t ju jJI cAjliJI J*, ^1 aS jSUI IJUj 

4kJ-l ^UaiSNl ^Jj^iaJl d\ :Economic Conditions ijaUa^l Jl ^1 (o) 

J uJj>Jil ^yip k;../r j oL^dl jUJ ^Uj'jI Ol* j^wsu Ui ^ JJI Sail 
. ^uJi y 4^L^ 43 j%JLI tff jU-.9l Jp J^JOI Oj^i 

Internal Factors influencing pricing 

^Jl LJ^UI J-.I jJl ^ ^! dlJU b£ i*rj&\ J*\yl\ Jl 

c.UJI y tbU l^Jti^ (? 31 :Pricing Objectives u»l4>t .t 
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j — "M 

oULScJl J£j* N jl I <tf Jj^JI ^ :Costs iJJl&JI . v 

y^^Jli .S:>Jlj£ j 4^*1 j Lib CwJ (-iJliil! j JjjJ- Ji oUjCUii 

Ail_J>l gejjJI t^j^il t^b3)/l <-jLJI& JJU o jyS jjA cJJlSJ ( _ 5 iaJu v£ 
c-iJL^Ji ^1 jjl ci ^cJl Jb^ Jlil I Jut, Jj J Jl 

" : (l V*l JS-Jb ^ 

Variable Costs + Fixed Costs = Total Costs 

jjtt ^1 CjU&Jl dJLb ^ o jrJdi cJJlkjlj .£JI ... cJlj^l coJU^Uil <jL£)/l Jt> 
<-Ja.:ll 4_^Lw- djj :Policy Constraints 2jb)ll i^L^j 4_^>U- a j_J 

Pricing Strategies (jru^Ul! J*S S^gjj^niltl oU^ul jl^l :IUL} 
iyuJl oL^Jl jwVl v»JJ J Jioi" yuJl JujJ- 4^Lp J fcJldl 5 jla-M Oi 

ltj*^J\ CjLkJI JJ-v-^i fc ^ Ll^aj <i?L^j .^SUi\ L-JbJI AjUo^I JbJb^j 

.Stable Price Strategies y^J\ oL^Ji JLvl .t 
.Price Reduction strategies jU^I ,j*xi£ oU^Jl JLvl .c-j 
.Price Increase Strategies jUu^l oibj oL^Jl JLvl 

Prices Policies 0«M«>MM 
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.Skimming Price Policy JjJI JaJtT LmL* .1 

^jAs* J j^a-J-i O^J^ J^JJ yu* t^sdi! JbJLi J 4^wa 4^jL~J| oJLA (3 

jj-^j .uy^^l gf-JI J^" J J c(Fashion) SjuJbM ^JLal 

UlSLAl SJUOi-l L^U^> ^J? J Nokia tf^i L. JUS Lf J* Ui^M 

,<5j~Jl (jwibil J js^o uy ^j j*-*Jl { j h -j £ Jl S Jls <_$-^ 
Market Penetration Policy J J! i*»L* .2 

L5 _lp iwJJaJl Ojy i-^LwJl oJLft ^ JLiJj i jyS oiw ^j>cj>- y> Uad l 

oi-* gLaJj Obuil jt^uP- J S^u5 oil) J,[ jlw^ll ijhJS- c5^>. 4*LJl 

J^*J! ^Li^i cJJL£ J^Ji I j^tj .Price War j\^Ji\ ^j-^ 
.Economic of scale mass production ^J! obiUa^U 
Psychological pricing ^J^^JI) l~.«kS\ oL-L** .3 

UL~Ji o jut f j£aJ U Utt j ^akll jjiidl u-U <> o jtfl ^UJI J^Jl 

3. Jir <rj| jU_^l JUa 5j :Odd - Even pricing Policy ijj^^Jl jU_~^l J 

o^yUi ^ I jtSj juiJi 10 ^ SlJb 9.99 ^ 4^L- jjiuJ 

.Bata tfp Ji^ i-LJl oJL^ jJa; 

jU-*^ll JUa 2> j :Prestige Pricing (oy^Jl jUu^^ll) jU^t . v 

j-kSj .3^1 £LLjb jl >-Lkjb ^1 \*r WJ>I 
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: Professional Pricing ^11 j^ujJI oL-L* .4 

ajj^ <±Ub» JLi! lift Jj .£Jl .... ^-JJ! c4Jlil oijLi^Vl ;3Ulil 

^ — Jl f^-^j :Ethical Pricing ^t^l/^^l j^w^Jl .t 
gSUl bjfabj* J? / V^ 1 <^ J*i Ua ^ i/^ 1 

US' U jIla* jljcJLI j! ^Js* bU^pl .|JL>- Jlp I*jiL! / i*JLJ[ jyu*J 
Lik^ jU— -t <~JJ^ :Gentlemen's Pricing ^JL$il jy*~d\ 

V?*"H (Ji 15 ^ <jA>.Al vLLS" f>**» J (^M^ ^-Al 

:Promotional Pricing ^jjtfl jruwJl 4*-L* .5 

jy^^i yrLd! ^pi-^j j» ^_2j : Price Leaders j-ljO^^I jU^t .1 

^aoJ UJb- ys! j>A\ (I* jU^t jb ci%US ^y-t ^u, 

.fLJ^/i yrbuj c-5jU jjj~JI Jj^ 
oJ-a ^ :Special - Event Pricing i^lil oL^Ull jU^t oUL .uj 
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. AjLi. U jt 7.50 Jio i^U- ^Jm ^bJJl aA$J 

jU-*^M jt :Psychological Pricing ^ jSL^Jl ^aJ-I 5_^L*< 

f jJL ii%uJtlj iJ^aJL-i ^^Jlj pjjLSJI yuJL gJuJI ^ tfc jULl 
.(jbj 150 o^l £w>t j jbi 200 q\S) A j &j*J\ a3jU^ 

Geographic pricing Jl jJ r \ oL-L*- .6 

J-^J ^1 i^Ll Jl v 1 ^ jj^I oL-LJI jujuJI diiL* 

oJuA ULk j : Uniform Geographic c~u>< ^11 Lil jU—^i L-^L* .f 
^JU jSl^A\ ^ ^yj Pricing JiJI 4il5J £$U! J^>«^ L-LJl 

J^*i yU-l >JLa Jj :Free On Board (FOB y jUJ .vj 
.£*U pJLJ gJI jUJ o j5&j JiJI fclSS 
^■■„.. fc,, ULJI oJL* ^ ju^uJ ^1 Uadl f :Zone Pricing <ikil jUj .£ 

.^isLi ^ Jl JfcJi oUisa ^ ^ji * fJ H 

Price Discounting ^-^i-l jU*-t oLL- .7 
j-* ^j-xJJ dUSj £-J\ j\*Ji Jd^u - j^U r A-\ oLL f> 5J 

LlU-l 4_ip jJU* j :Trade Discount ^jUdl .1 
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j jn min — - — . 

A jJLJI jJaj ^iJ-l lift iJoxjj : Quantity Discount i^L^ 
f-V jJI 0>-j^ 5il_jj] Ua-jil j oLw^jl o i-^j »l ^LJI 5 ^Lv*^ 

Non Cumulative: £*>dJ ji> ^a^l • 

j-o ix^A £\ A jJtJ! Sj^ J jt Ivl^ J si jLiil colj ISJ <i^- 

: Cumulative <^3I • 

t J-r^l £-J! Axp ^vai-l lift :Cash Discount ^JlSJI p-vail l^L^ 

(60 JU» 10 - 4) ^ ^eA-\ IJi 
p! yJl jiyb ^ f It S^Lp J^U £jJl f 15 \h\ 7.4 o jl^i. ^ jl2J 

.A j^Jl <ys 60 JL*j ilJuJl J^lJ Sjjjli 

'.Price Discrimination jbu-^J! (J L*L* .8 

jbu-l SJp-IjJI o-UL| jt UJI ^JLS ^uJI j jjjdl fJ i; 

:Product - Line Pricing oUrdl Ja>- i^L^ .9 

:L^t j^j -^^Jl l$-^*J <JuiC- oU»idl 

er—^^i gj^ll ^uJ ^joj :Captive pricing jJLi j^u-^JI .t 
.iJ^r JU *A>\ jt ALiJtJ f j^UI gdl Lw> 
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, — 4jlwUUi 5^.^ji 

fr* j <i. t ^ :Price Lining jy^i\ .<~j 

jbjj 100 H ju - jLp 75 oNju - .jbji 50 oNju - 
L^p oNj-J! oJLa ^ Ja^ J* t)L dJXg^il (jJii S *lk*J Jp-f <y 

^^Ip oL>^ Ja_p^ JJ : Premium Pricing ^>u^JLJl 

:Bundle Pricing jiJI 4p^*j£ jwuJ a*m\~m 

U^Ul oJu^ f j**-J .SJb-lj iill|iJl UdJ^- 

: Pricing methods jj»n'~ti i5>Jb ajju>3 : Lui^L>- 

oli^^i ^ sjU ^ jj^ji (o^a.i / ^ur) jU-^fi 

:l^t & .iijj^ Sjl^IS J* J*Jl\ JiJ^J l|Py ^ 
:Cost - Plus Pricing SUl! ttl&JI <>> ^wudl .1 
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J AfcU l U l i i 111 ■ ■ ■ " - 

,bj> 300000 oWl ^iJl£Jl • 
.Si ^ 50000 SJL>- jJL £ jil oLuil • 



. , tn 300.000 m 
jLo 16 = 6+10= + 10 = 

50.000 

bj 3 20 = — — = 
J - 0.20-1 

IJ^j JT J jjOlii 4 = 16 - 20 = ffJ gdl jJUjm. .\ 

.(17) 

.jL»Vl Oyu UUJI JWl V UJt .1 

. (J? s^JtJI jjJLadLI .2 
.<*-aJl£Jl ojLJ- pJ^-j JUi plliJ ^^-j ^Iko .3 
:<U*iJJ £j% J^Ldl <k* <> jruu*jJI .2 
Break - Even Analysis and Target profit pricing : 

LgJ j' v 1 -^' Cr^Cj -U-Ljt U Ji* tfUl ^Jl 
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- — — — — — — a lUrfUui gjLv^Ji 

t^&\ ^ J_oUi]| ^uij {17) (BEP) Break Even point J^Uiil ^ f LU^l 
cW_*j l^U: iiL> 0>-So Up j Ul}\&)\ JU*| ^ ob!^}!! U.Up ^jUj 

(j^aJ <ull£ jU**t CjLjXw JUp oiJLO) 

: : = olJ^ JL J^UJ! 

Jj^l «i>Jl J JiUI Ulil ^ yd 

7.20 = p^JI J^U - 
.oJb-l jj| SJb- jU jb^ 20 y> <J <^jy>jll yuJI 

. Jibdi ilawj JUJL£ It-J jJLtail 

: : =olJb-jJL Jibcil aLuj 

, onnnn 300000 

jbi 30000 = = 

J ' 10-20 

JJUa SJL*-l jJi ol ^SCJLJ jbj> 20 5! j5C 30.000 olw .\ 

.sijsai ufcii J*udi aos juj^ (1-9) JjjO-i ^ cuoi dUi^yi 









OJIS3I Jk-t 








(200000) 


200000 


400000 


« 300000 + (10 x 10000) 


10 


300000 


10000 


(100000) 


400000 


500000 


-300000 + (10x20000) 


10 


300000 


20000 




•600000 


600000 


-300000 + (10x30000) 


10 


300000 


30000 


100000 


800000 


700000 


= 300000 + (10x40000) 


10 


300000 


40000 
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.[ 4-9 ] j£JLll J ^>lj y> Lo£ LiL dUS JJLr ^ 



600 



300 



20 







_ 
















/- L j 





Vnriable 
Cost 



* Fixed 
Cost 



30 



(4-9) JSU 

.Sales in Units oNVb (sjl^ ^L) oU-il ^ * 
'.Perceived Value Pricing JSjjll Udl / iu-SJl <> ^uJI .3 

UiScdl ^LJ ^ i*JLJJ 4jbS| ^ dlL^Ji Ui^ ^1 uai ^Jl 
jj L^j Lftji 15 J>jlLI J ^^JJI jj s ^! jl^i Wui /iJULl 
4$ f y 5 ^ J 4Jjbj ISb Liy 25 ^ J Ut 
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L> j^tf J <Jjbj c^pj U lii ,^3j t JL>- Ji^JLj 4^1 joJI j juJi*- f ilJuc^Vl j 

^1 j J f\x-~>*$\ <^LgJ f-UaiJ S^JLOj £*Lc ^ lI^x-j jfj <jXJ 

. V^r^i oti^UJl j 0153.1 <y S>w. J kJlj U *Uj j 
: Going - Rate Pricing (18> i-JUll / J^JI .4 

.aJjj^JI ^1 Jla '.Homogeneous Goods LJUdli ^JuJl JU- J .1 
^Jp yc^Jl J V_Jl jycJi jSj-4 WJjil sJiaJl <3j^ olS gLJI .2 

0 

Consumer Response To j*at IT ^-.l^U ^L>^LujI/J_»£ Sjj Jj^h3 :U*oL« 

iprices 

j dJLl^JI Sv, y> gjdl yu. JbJ^ wlil s^iM 01 

/ Jii^Il j f jlp j\ ^ ^ ^j-^l <>- t5j-il 

Controlling Prices jl*«YI <^JUs ajlSjlt iUuLu. 

viJUi ^.Jik; lil jU— ^1 oL-L-j jU-</l oL^IJ^b j^J 
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0 U^/I yi jUit 3pj »J jjdl .3 

.oUidl jUJ J o jliJI .5 
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Case Study 

•Tricing luxury ."*5>Li!l L^>IJ\ oljL-Jl jy^J " oj-^i ^ 

.sports Car 

?^lUJi J *~J>\jj IjL* g^t /J aS' jJJ ^ oLS" 
l$JjL-** y—^> JojJ- IJlS J ^Jbxiil IJl& "Vector 6" 

X j*J\ y.JL^ .>J-^ JlJ j ;cJ y 12 La j c£A ly 500 Jl jj> M12 

.,1^1 JL^II JUtjj cLJ^fl uw>bjl Si >l j 
c)t » jJLJI ojbl ^ jUT H tJ*~Jl y% M12 Jlo jyuJ IU ol 

«JL* ^1 <yj yJl^J! _^Jl s£ Ji J^ljJI J***M 

,J^aM dil^JJ frill SjJOll • 

? J ^u^JLl 4JLJi^ jLii^l ^5U31 y> U • 

^j JrJ i^iLiij cMi2 o jUJi aiss, ^ui jj^i 

.^^IjV 207000 
L^ljai <^U^ Lg^j!^ & tf^l Ol Jl j^j 

JCs., SjUJl 2U*juj>j ^jJadij JJa^ll Jl BUJ ciJ^I i^Jl Ujj o-U- 
c^Lj .i^ildl oljUJl ^ J j~JI J 4^b- ^ J Ipwi, 
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i_bU £JL« j I jJU M12 ojLJl fl JLft SJ ^5 oil- Lbl ^LJ)/I ol> 
U>U- ol J UjjJI II JU* SjL-J! l->j£ *5 yJI JJ jis 

tf^ ^J>t JJ ^ Uidl Uli £JUI UUr^ olliJl oju cJli ^ ctf ^JJl 
^Lifjl JJ o^t Lp^r j^^/l oIaj (GM) j JJH > Jl^ ^aj l£jy>\ oijL- 
oll^JJ M12 SjLJl ^UJjl JbJLj 720 - Z15 Jl Jl M12 SjLJI 
<Sj-i c^plk-w-l iU*i)l UiLil oljLJi jU^^/ 1^1 Jp 'f-bjj .^l^JI 

ay^J\ jli IJLL <j j*JI ijjll Jl Ml 2 5 jUJ J^il vJUl jJL53 jl Vector 

JU- j col ^JJ o jdl 4_4jUL Uwa^il UjJ! U*>L s jLJ! 0 j&l M12 ojLJ 

LjP y ( _ r &uJ |JU>- JLp j*^ £j>j J^- yJI OjSjj j pLy^/| JUp^/I 

SjUf UaS S jj-^>j oj^ U U4 Lr aA Jblj Sj^l U-Jl JWLj SjLJI 

/s>di u juii yUf & 

UU 5 ^pj-, 55 ytJl "Vector 6 ir ^jUJI *b J:>U 

jLi" ^^.^1 jVji 200.000 jjU^j yu, SjL^ ^ U^p 0^ cil^Jl Jj 

^ £-1 ^1 gkuJ ^ 3Syj| J j^l SjbJ U 

jt ^yJI ^ 015 JULj tLjjj 4p y+a* M12 S jLw- i^U j ijL* oljLw- 10 

UJaU U^bj SjL^- L^l Jl AiLj>\ s yilJj UUj 5 jLw- j JU toj^ 

.15^1 ^jU-j J 

*Source: Vector Files Reports. Showing strong turnaround: 2end Half of Year profitable, 

"Vector Aromatize new Release, www. prenswire. Com. March 31. 1998. 
http:// sec.yahoo.com/e/980923/V car html. Nov. 23.1998. 
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4 Sjl^^JI 



?dlJi .<jyu- jl ^yu- Ij^JLj JL-Lw- yJl c-«JL>w^l .1 

?ISUj ?la*r JSJL, M12 
S ^Jedl ^ULSJI ^ j-ftUl jj^ll LjJLj M12 SjUJl ji^J ol5 l^S" .3 

(Cost - UKJ! ^ls> ;Lj Uj> Vector o^a^-l Jj* .4 

^y^JI V _1.M1 ^ (Competition - Based) .^^Idl yu«J1 fl Based) 

?dJbbrl ^ .Demand - Based 

iS ^Jl MJbtl ^1 J^l ^ U .5 

^ysJI JJ JjLJ! SMI aJ^I c^I 6 
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Utility 
Value 
Price 

Steps in setting price 
Select Pricing Objectives 
Current profit maximization 
Product Quality Leadership 
Market - Share leadership 
Determine Demand 
Elasticity of Demand 
Elastic Demand 
Inelastic Demand 
Estimate Cost 

Analyse competitor's Prices and product 
Select a pricing method 
Cost - Plus Pricing 

Break - Even Analysis and Target Profit 
Pricing 

Perceived Value Pricing 
Going - Rate pricing 
Going - Rate Pricing 
Sealed - Bid Pricing 
Skimming Price 
Penetrating Price 
Psychological Pricing 
Customary price 
Prestige price 
Professional Pricing 
Ethical pricing 



UK 

jruu-dl oUa! jU>-I 

yu-i ^ 

c-JUaJl Z jA 

auii jlu&ji 

tfjjdl l^iii ^Ut ^ 

J j-Jl JaJt5 
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Gentlemen's pricing 




rromouonai rncing 




Pripp IpnHpr^ 
ri i^w iwciuwi 3 




opeciai - cveni pricing 




rsycnoiogicai uiscounung 




Ueograpnic pricing 




Uniform Geographic Pricing 




rree - on board {r.U.o) 




7ntif> - Pririnft 




Price Discounting 








Oiinntilv Di<ipniints 




r^nQh r)iQPniint<; 




Cumulative Discounts 




Non - Cumulative Discounts 




Price Discrimination 




Bid Pricing 




Fixed Cost 




Variable Lost 


• .11 • II f tl 


Total Cost 




Process of Pricing 




Pricing Objectors 


-ii :i 1 t 


Survival 


1 • 1 1 


Profit maximization 




Market onare 


- - 11 - J 1 


Quality Leathersnip 




Status Qu 


1 tl • ll 


Pricing Decision 


ll 1 " 


Environmental Factors 


m • ii 


Price Perception 


II «\1 si 


Price Response 




Consumer Demand 
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Legal Influence aj _^UJl ol^Ul 

Competition 5 ibll 

Pure Comptetion ^tJl Uitil 

Monopolistic Comptetion i^lSc^l LJUil 

Oligopolistic iUIi jVScb-l ;LiL* 

Pure Monopoly ^| jl^s/i 
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Distribution 



Introduction 

j-^lx* <y dJWl j-s^Jl J^JLJ ij aj^J-I ^jj^JI cislt jJl ^ ^J^JI Jbu 

jLox^l ( _ r iL>u J OilSo J-^aj ££j^Jl (1)! 4Adb- JJ <*Lv?l If <Jjj^vJ| LLjJI 

oJ-a jp *Ju> fvUjj . JL*JI jil jJl J oUJlI iljjj ^ 7.25-15 c^> 

Distribution j-jj^JI l-ojjju 1-10 
A*LJI J-^r ^ ^ ^1 UoJi" I^jL McCarthy oyu 

jt ySL^Jl dU^i! Jl L^l jLi^ ^ **LJ| J_aj 3JLp ^ ^j^JI ^ 

Ujiy> aii .Channels of Distribution VuJ^Jl ol j^ll U .^LuJl 

jiJJ J \jSjl^> jjiJI ^U^l jl oLJiil ^ U*JL," LjjL McCarthy 

(2) 

oUJai/oL_ji| ^ <p^" l^L VHjyjl sltfjl Davidson Jyuj 

jl ^L^JI uiSa^l Jl <^uL| ^ oU^il jtjj iJLp J Jill 



-309- 



L f-\ jJ SJ-p *-*-^« £dj_^ <i^J jt 4jLLJ| JtA>- ^ 

Lil£J! o*UI 3 jJLaII ^j»jJ oUjii! / ( JUJ <^d! j^& ^ J J 
r lCr A J4j~Hj vlfll gj>Jl JUpI f UJJ i^lkll aJ joJI S jjil jt 

jLi jl Retailing aJj^I jL£ JJL* Intermediaries *lk-^ jJL jj^*i~_j 
A^ujjj ol j— 13 J-^b frlla— ^ ft fc; S[ Wholesaling 4^LJ r \ 

.Xp jZa Distribution Channels 

Functions of Distribution Channel gj^lo^UJUaj 2-10 

^ ol jt jjf ika; y> jikJ £±j>Jl V>j>1 u[ 

^L^JI /u-M 6^-1! J^Loj aU«~J| J! ^1 Jl 

l^j LJt&l Lxiil j LJU;J! JuudJ J ^UJI /Oi^i^-UJ 



ULl oL5aij cui^l J (oUjuLI /gLJI) oUd! >\ SjLM 

j^Lp ^ ^jjjdl LguA jj-^l oJub JS iJl^bU v-Ul y^V^J 
J^U- ^ aJu* ,>-JSj .(Marketing Mix) tf>>-^M S A > ~JI gO-^ 

fl Ju> L^jaj? jJI »JJU» jJI J>>- coJbtfj C J>JI ol^S 1|jaj5 ^1 cirttjJl 

(4) ^ j Pride & Ferrel oJb- U L^j olj^Jl 

Ferrel & (Utility) :oudl *±>\J*±^\ JJ V«JjJI ciljOll <jpjS .1 
L^jJ! i^udl r^j gJLdl j-* flji! itftf V»Jj^I t>! Pride 
Lp-U ^ JJI c^jli J oU^JI ^ J j^-i ^ M (Time Utility) 
alfil J oUdl jgijj ^ SJ (Place Utility) U&l Wilj .1* *iUfuil 
J^J 51 (Possession Utility) 5jLU uiu ^-tj JJ^JI o a^j-jU 

oljji 01 :Facilitate Exchange 4-Jj>LJI iJ^JI ^Jj=Ji ol^5 .2 
^ J!>U ^ d%uJ! j gsll aJ^UI U*JI 
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c y£jr ^jlp J) J^UJI oLJUp ^oJUj JUIj .cislfe ^Jl jwiJI 

dJi o>iC o! c j^i u^J ^ajisai ji ^ ^jui 

^jt uh ^1 oNj>LJi J>JL* Ouj SJ (1-10) J^U- ^ U^lj 

f jlp J_k J aJUI j ouj^ sUi J£ J Jj^l aJU-I tjdU- J u>>^ 




J^LJ oLL^p 8 
(1-10) JS^ 

J^UJi u** j^- 
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. — , S^iUJIoJL^I 

ULp 16 dUU o^3 Jawj sjrj ^js< <JU J jtd-10) JiCJJI <y Oiri 
IJljs j J^L-Jl 2_JU-p J .. . f — > j Ouj^iil SLiJI L«jbt ^JU jtfjj 11a JlxlLj J^U 

j^uUi / dV^ij >u-,}i jjb juij ^jjdi cjyiss ji 

• 

J_»L>Cj *Ua_*»> jj I f j— «j SJ information iJjj^_JI oL jbllj J-JjjJI -3 
J_jj- J — 31 Sjj tjj^j J j— Ji oli> i^U- Oyr^-«-U Lg4-^jj oUJ.1 

j\ ^JUI J-J o-* urv»^JI t*Jl ri H Promotion oWc^JJ gyjUl .4 

.oUjilj 

tob>*dl JJ5J oLJjj .^-^i "-Physical Distribution ^aLLI jjjjdl .5 
.oJi atij i^UU JUs^l oLL*j dj>J-l ^J^* '^J* 
cjU—lfl Jh- ijUSl Jl J— *j=Jl ^4 *\ Negotiation ^jUJI .6 

.feUJ 5 >Ut ,y *tk- jJl J~*a :Risk Taking >lill .7 

.ol jiSJL a_oUU gjjdl ^L.' J oLj^dl 
oUii ; w>Uj cisLt jJl ^ J>5 H financing Jj^JI .8 

f jjfcj g4l L^Jjdl SUSJI ^ Ol^l >~ J ^ CP-^ 1 

^ ^ iju .vi3jJi stall ^ |JL »J ^J^J ^Vj 

■ C JjJI u^, ^y-i Jej^l 
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£jj£U| 

importance of channel of Distribution 1ul+a] 3-10 

oJLS L. iSJ j w Vij-Ji ii*jJI l»1 McCarthy 

t >-^ gxJ (JULjj .£J| ... 4 tip yuJI tj^ j^i Js^ jlLJI <y> S^Jxu J 
lift JWIjj Separations ol5l JjVI /ol y^^ t lJ^u L> .> ^>-j tLUi 

: (5) McCarthy and Pereault ^ J5 LaoJb- 
J IjJL_>-Ij^ jt jj^Ljll JL*^ :Spatial Separation ^1 o j— .1 

c~Jj J gull JJ ^)fl ^ M :Separation In time i^i" s * 2 
^ gidl JJL) c-5j Jl ^L* JULj gdl dUL^Jll ^ V j! 

Lil>^ ^ .'Separation of Information <3l> ^Ul! S ^>*i)l .3 
j*— tik> g=-4l £^ coJ-rrl y tfUj ui%uJj I JL* ol>l> 
o j^UI oU^Uil JU^J J s j^i olft J vuJj^Ji SL5JI jj^ 

^ <JUe^» Reparation in Values £ S^^-iJI A 

oudl L^i, dJ^dl L^o ca^WI jL^^llj ^1 lJJISS 
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oJLfc ol VuJjJl SLaJI ^ IJjL j . ^ijJI Jio aSjXaa j ipLa^Nl 
J j.w J I yj-d dil^—Ll oLJl£^ guil vjj/u Jt>L^ ^ S 

giA\ dLhc il : Separation of Owner ship i^LJ! /ojU-l 5 .5 
^i^u dll$i~ U t.— jlJ J-jUibj til j»jlp ^pj / i*LJl 
jl^ J ^laJ! .U^&xc ^ jdl oUjjU / ^IJI 

.dULf^JJ iuiM / ^LJI jojj J^- ^ S>iii olft 

. JUiJlj J^isai tve^ll aJLaJI J***- JDLj ol _pJJI oi* juj 

( P IW^J|) ai>t3 gl^M 4 -10 

Types of marketing channels 

.ol^ll v^gj^lol^ -^IJ^il (2) 

Channel Distribution Based on : (6) L*AbaluuiL* j-^Ulc!^ (1 

: Direction 

:Lj^ ^JjJI o! ^ OwSj u^L^l Ja*-jJ 

Oh tf' ^ t^ 1 ,XL '^ JJ :DireCt Distribution fr 3 ^ 1 ' ] 
j^j (2-10) J£J1 j jfa LfT ^l^oil J^cUl / J[^\ SLfA\j gdl 

jj>i ,lk^ j Aja ^ r 5 u ^ oUji ' 1 ^ ^ ^ 

A^Uil J S^Ul S^bM Jl v*Jj UMj £>UU S^U ^JJl 

i^J^ ol >3j ak^j Jj> iU^NI ^ o^ indirect ^ilil C J^J! . v 
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.(2-10) J£jL)! 

Channel Distribution Based on :* 7 uil-?i xHiLm (2 

: Products 

Distribution Channel for oL^iuU ^-jjjx)1 oI^jS .1 

L«5 Jl£j.l Sjlp ^j^Jl cjI^j £_^JI IJla Jbi-Lj :consumer products 

(2-10) J£dl J y> 

g-ijjdl) JUJI ^LJL^Jlj ^jdl oh V" j c^I ^rjd ^ M (A) sLjJiJI 
clJ£}!I jyp ij^L* L^U^. ^1 otf^JI ^ Jt. dJUi Jlt*j ( ^Ql 

l^>rl *>• ^ 'U-l 5 >r^ Del1 ^ (^J^ 1 ifeHJO 

«Jjju Lo dli^Jilj gd! <ju J^|j iuuj JLaj-jj S| (B) SLiJl 

OlOAJI oUcdl j^i^ SJ Safeway j C. Town dUS Jli,j *5 j^dl 
olSj OhJI ^ ^LJI ft JU jl i^U-j jl^JI dUL^Jj t jLj-^lj jU^I Jt* 
V-j£Jl csa^j^-l oljLJl dUi Jl .k-j^^i JJ ^b* *3 3J ^ 

UwLl jLJ Uaj ,lk_^Jl ^ (j*y ^>JI oJLa ^jiij (C) SL5JI 
.AJjdl olj^l jf jSUJlj oUUilj ,| JL| dUS JUUj <5->dl jlf j 

&\y* ^^-5 ^ SJ ljujy 5U5 J^t (D) SL5JI 

Jl LL+I s-Ltj t J^ J[ ^ jl^l ^ j ^ ij .^1 

.Uj yiiAii ^Ji > ati^i ^ r Qj p JJA \ j ^apLi j^ ji\ 
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(A) 

Producer 



Consumers 



(B) 

Producer 
2^ 



Retailer 
**** 



Consumers 



(C) 



Producer 


\ 


/ 


Wholesaler 


> 


f 


Retailer 


\ 


f 



Consumers 



Producer 



Agent 



Wholesaler 



V / 



Retailer 



Consumers 



(E) 



i 



13 



V 



3 



(2-10) J£i 
Ut^Vl ol^db l*»UU ^JjxJI olyi 

.(D) stiJI <>• ^Ju vejj^ 1 ^ ojub f iL ^' 
5_*JjJ ^ (E) _j (D) j (C) j (B) olj-dl at J^^il ^ 

.; yiL. v«Jj3 ( A ) sLiJI u ' ^ f "'^ 
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Channel Distribution for : ^LpLsaJI oL-^uil ^-ijjdl ol^Ji. 
S^Juo JlSLit IouJjJI ol jJ^JI <y IJLa i>.Lj :Business Products 

i^l U5 (3-10) j £>^?l j 



V 



v 



Industrial Distributor 



Organizational 
buyer 



Organizational 
buyer 



(A) 


(B) 


(C) 


Producer 




Producer 




Producer 






2^ 







V 



Agent 



Organizational 
buyer 



(D) 



Producer 



Agent 



Industrial Distributor 



Organizational 
buyer 



(3-10) JSLi 



.0 jiJjll ilJ^l 
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I^ULj JtfjJJl oJ^j 4>Lu*JI ^W^il ^ 7.50 ^ .0 ^L* fl yJ! ^ 

: (8) <Jb)l oL^sil 
«■ » 

jv-P SLi Lgjt JJu: ^lls^JI £j^Ll y^j JaJu Jb-lj Ja^j J^jj SJ (B) SbS 

Ja^j j_a UL? ^LxJl ^jj^JJ J^ 1 y> LpL^JI oUdl dike 

oLj^dll JUa_j| <_JLp Ja-^^i» jOj-^ j J-^j J-r jd M ( D ) s ^ 

^L^Jl gj^JLI j <j>\jk^* as Ajj] J^U .^LJl ^JUUU 4>L^J1 

Retailing (9) i5^l SjL>u 5-10 

- UJL| jL^j 5J>JI jL^S" - jLi >Ua— j .Ua-^Jl ^ 0^ dUl^i 

- S^-UJlj otfjJI JJU Ojh^ jJI >U*- t ^ LJI ^ r^l cP^" >^J*J 
^Jl 4 -jll 1*1 <5>JI <-V*J -r 1 uLJ1 <J** ^ 
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.^JW! <JLU1 Ly *Ui <X>>11 tli^Vl j cJj^JI jt^Z 



.1 
.2 



. k. C.H j Jp-^l ^Jtf ^jJl Cj%a~jj Olwaii i-Jbt pjjtf .4 

.^LJLJ ^Idl <C?U dJUL^Jtl iijJu ^ gruU oliL pjjus .7 

jijjl ^ JljJ^J! dUl^i o'^l l^jj ji ^Jl cislfe ji\ >X* ;bj 
oljb ±a Jjtij (4-10) JS^Ji j jc^lj y> 1^1 ^UJ ^tu 

Stores (oVUJI) SlbJll ^bU .t 

t^tAi! Jio oJ^-ij <p j^jf- q J is^s^ju oijj>i lUiw> - 

... kj^\,Ul^i\ olj^l 
:Chain stores iLUl y>A^ .0 
f LfeJ ^yj £UI ^ gjj ^ ^ j& ^ Xyl oUu ^ j 

...jjJUjJiS'U 
:Departments Stores ^Li^l j^-lu 



Jl L«J ClM^I cjUkt C-^J <.ti^* Olj^t <4jJU^I C^^i! J5, jlJl 

... t<Jj-« ^jU^P- ; J S-X» jUp J <^ J 

. JU JL«U JUIjj jUdJ i^JL »1 ^jJl iilSS ^U^i i j 



Discount 
store 



i&5 jl* ^yJI 
Super market 



V 



Cooperative 



store 



V 



Department 
Store 



V 



Chain 
stores 



Store 



(4-10) J£i 
Types of Retailing iS^I 

:Supermarket Stores c-SjU yr^ 
*~Jd Slf~A\ JLu* jtc* cJ>> ji^JI j** 

^j^f ^ Jj> f jJL r l — 5t 3JLp Jl LUb r-J^j iSelf Service 
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■ 

.C.Town j Safeway <^LJ! dUS 
Consumer Cooperatives ^^i^VI ojUJI oLcJLl.o 
j-a L$i* ^ j-iJi Oj^ij t>* ^-j^f ^jd^iJ W^CLc ^-b> 

4-Ajj£ jU-^L ^L.Jl ^ujj .(^ SJjUiJI obJ>! ^ U j^p ^ jjbajl 

Discount stores o ^ ♦ j 

jU— * ^JJjj .l^jU^yj objJ j^Lvt J^U£ j^vJ! aJLa JJ*x^j 

Wholesaling iU>JI j^vLl* 6-10 

: <l V>H J£dl gall j A*j*dl ^ J£J oUjl^ iUJLl ^Lf 
L. ar*dl iJLJrl ^-b* J 

.dlLL UULl JSLil 



-321 - 



: av Jii US' g^JJ <UL| oUJbt . v 

jUJ l^co jl*, iLJLl ^fc ^JUtj ij ^J! .2 
l^lil JiJl JsU, JLJ-I jl^ dike il :J*j| 3 
.Uj! ^ U>U OjU UJU dLbc :^>di .4 

.(5-10) JiwJLj \>%J> y 



1 



4 ,n ,n>»'ll|AJU4-l jJrb* 



4 



^Uii *UU rt-U* 



V 



\ f 



(5-10) JSlS 
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C-iipii , 

:<JLJ-I yr\d crifl gljrifl i)b> jl (5-10) j£jJi ^ 
cl_fc pjjs vl-^ Full Service Wholesalers ipl*J1 <LJL| y>-l^ .1 

Limited Functions lJjLJs ^Jl o /?■/? 4 UJLl ^Lju.^ 

Lzj ^j-iJ jJi cJjLt^Jl ^ ijJL£ jjuu |» jiJ ^>-Bl oi&j : Wholesalers 

Lit Ji iUJ-l ^-L= 

31 :Cash & Carry Wholesalers ^JUSJI ^rW^j^lj IjJL^cu .1 
<Jjj^-_j Ij-L^j ^JUlj *-5y*d\ IjlHJ ^Jl ^bil eJU j» ji; 

Limited Credit & Delivery >jxJ.\ OL^Vlj ^-iJ^l IjJL^o .2 

U>J^ jJi ^LJ! yj ^JL ^-LU oJU fJ Z 3>l Wholesales 
oL^Lj fj^J <Lil ^-U tfjj^ JJ5i J5L,j f |j^-L 

.OU^/I oUxl-j cLilj ^VJl ^JL, Ji* soil ^ 
oUJ* jUd! J^oj :Drop shippers oLUJI I j^c* .3 

f> JJ ^jil Jl UjJ^ jtJ g^il ^ ^ ^ 
>r-Lr JJ ^ l*L* jt L^jg ^ V ij ^ J| s ^ <pUJI ^ 

Functional Middlemen jy : oJo^l ^ll^jl 7-10 
lW 5 J-W ^J-ij .Commission U j^p J.jU, jjJU^ Ulj ^\ 
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:Brokers 3 j-^U-JI .t 
l^^jj cbUi *JL^ J^f^J t^JUllj jjUI <ju jUiL o^L^Jl j» j^j SJ 

: Agents ^^5jJI .cj 
JJLcj Lvyu* ^1 ^LJlJ SjLJ-l ^jUdj^H "o^U-Jl .r^V 

Purchasing Agents A jJJl .1 

.j^l c^j^i Jl ^.^J W~^J C? 1 ^ 1 f^ 1 - 

:SelIing Agent ^Jl J-SJ .2 

y>j c^^JJ jij^J ^> ^ gJl J^j J^ij J* Jj^l j& gdl 

: Manufacturer Agent gzdl J-Sj .3 

t£ uii ^ u ^ v # gjui j^j ^ jit ajL ^dii ^ 

j^LJI c? k^j ^ j a^j^j *^ J <^ ^ ^ Jl aL ^l 

.BJbJbj- CjUx^I oJbJb>- {jl j^t 
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£JJ>J| — 

Direct Selling j^Ut j-^JI 8-10 

LZy^Yl ft*S-~> ^jjjd Oj-^il LfcJj L>Jj JjJaJl <y JUJbJl dUb* 

^ ^ip J^Jlj l^lil J uw^l OiSO^uiL Jjldl 

X^l^l JL*1I) yiijifll olj^l dU3 Jl* Uuty MyJI JLp 
jj^LuaJ ^JiJI (j^ui oU- ^Jl^ JL-j| pjj ij :JbjJl jrtP jJUSJL ^J! .2 
JU- J l$Ji jLlil ^bJI ^1 UUl J^jj Ujuuj Oi^-il JU^j 

.JUJUI oil J^i 

■5 y^J! oik* j ol jlkiil olk^ t oU.^,J,l c^jUi tol~UM cjl^^fl 
CjLjjJUlI) jLX* J-S' J ^L! Pspsi 4^jJLJ Vending Machine Ji* 

f f SJ Electronic Marketing Selling ^Jl A 

£j\y: sJj^3 4_x^ jJI ^ ^ ^JUI ^ c^J Vrj^J^J <L*-j 
l^b £f ^ a ^ Jf- ^ ^ ^ij Electronic Shopping <j 

jU^ljp.o.^lQl^. 9-10 

J oljl^J 3>L2l Jj^I Jjj^ ^ ^ U-lu l^jy 5b' jL^/ 

.gjjdlfl^jL^l.l 
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Lo-ij (6-10) J5LiJI J 2b^p JSLtj ol jia^l (jiUJ 

Designing and Selecting Channel f UiijLli*l$ fw<im1 

oljJail ^ J-iJOJl dUbb (6-10) JSJLJi j j^Jii 5>il oJU J 

Channel Objectives gjjJI tilj>t JjjJ- .1 
jJl lJwI^JsI Jj*JI f> ^ J ^pjJl olJLfct ,>JbJ (1)1 

i^L U jl jijjJI *-ilJu1 0^ 

. Jj^JI jy> 4U*j> Lk*j .1 
.o ^^waJl oU-jjJLoil ^j^JJ L^U- L_-wJL»>t jjjiaj .^7 

. J*l j^JI oii UJj VTJ U cHj*J ^ b cHj^ Jl V4J^ 1 

External Factors J^i jJl .1 

:L^aI sjujlp jj^aj ^jjjJ! oLxJI jL^-l 
^^^i 3j-~* £-* J^U* WaAl (> :Type of market J^JI £jJ .1 
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Determining Channel Objectives 

HZ 



oiy; jU^i j ^ 


Determining the Major Factors Influencing Channel selection 








o„^,-.,..11 J j — II- 















Selection The Channel distribution 

iJlv^Vl SliiJI J ji? JbJbi- 

UjL, JjLUI p-Jffj >lk- jJl £jj JLjJL^ - 

5L51J oUj^JLlj J^yJI W - 



Evaluating and modifying channel system 



Physical Distribution system 




ff cilj]ufr(6-10) J&S 



Oh 
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— ■■ Oj-lL^JU 

aJ^ jf—p (i^JI f*s~ d)l5 Ity :Market Size j ^1 .2 

JLil a!^ a^£^I ^LJ! dUS JW U» > ouj^ ol ^ U*c*,l 

.Convenience Consumer goods 
yJl Lbr ^ aUUI ^ jl5 :Orders Size oLUaJl .3 
:>j_* oli Ji5 UWI ^ jl* \h\ U| skill j ^lk- ^i! iJip A><di 

jt 0 j5CI^J.I jLS" IS[ : Geographic Location J ijl ^r-*^ £ -4 
uiJL^Jil <i j^JI li[ L*io JU;!)\J o hjojj! SLi 

ol^ji £LJ1I ^ t^Jlkj IJLfc S Ul ^ jily J jZz* 

l^ojjJi SLuJl jLj^-I aJLp yLs :Habitual Buying A jJtJl obLe .5 

c3>-U Jj-^ >3 A^bil aL-- ill ^ cM J^ 1 oJl ^ 

N ibWl : Waiting Time aUo ^JJI jlkttl cJj .6 

^LJI J^pjj oujjj ol £ jb* fit gdl ,> ^ 1 J 1 ^ 1 
jUfciV jUeJ > ^LJi t^jLiil / dOLfJil 0^ lil L-l ^ ap^ 
jJ g^l Op ^ I cH 3 J^ 1 ^ U5 gdt 

.5 jJiU^ 
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kii^ui — 

:Jl> UJ Jttfj : »lk*j!l< l^UU oIjUpVI .II 
i^oj^l sLlaJI ^jJ otf 1^ JJ l# t^y^l oLi^Ll (5jx^ .1 

O^i L$j fLJtJl j^-^/I — l V gTwJJ 3jj*I* oLoO>- pjJij ^^U SjJiil 

^k^J V ^JjJl BL^Ji c-itf Uij . V> g^l cH dl> 
j_p ^^jj .ULgJ Ujb£ V gdl <^ v vAA' <5>~^ oUa>. ^jii" 

Ufcll jU£ Ot ,^-^1 u-* **1 ^Sales Expected W jdl oUJl! .3 

^ J-«e iJ-ft gsLI JLp W gjjU cJtf LA* .4 
LJ^ gjjJl Lil55 c-Jtf lij U . Wjjdl sbill oift Ji, jbaj V j! gdl 
Js, jbi^ ^dil ^| Sie~l\ JLp ^dil ^ ^ JbjJ V ^ 
^ Uaili «^aj.| Ojfi V £)l vtf ^ JJ^ oI * 

'.Environmental factors 4iJb JLoljM J^ljJl .III 

^1 jLojSI op cij^ y> :Economic Factors ^UrfVl J^i^i .1 

U&r oLoj^- JJlj UK. s^J i^jy 0 | p dj ^\ 
^ J (ft ^USNI ^1 015 li| Ut gsli ^ 
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j^J t-ijj-** j-* :Marketing competition *Jj~JI 4*JUll .2 

jLq UJ U-j oUjJJ Ujj^JI oL-LJl JLp ^ ^ib (j^LlI 

.JUS JSJL, Jl^l J! j^-V SJbJbrj ttU 

<jul j ait 6) : Government Policies £M c^UL**Jlj oUj^LjJI .3 

oUaJI jLj^-I UUp ^ ^JiU j$ v oLiLJIj oU^idlj 

llnternal factors UjMjJI J*l yi\ ^ 
SL5JI jLj^-I LJup j Jyj <jJl UUlaJI J-.I j^JI ^ UJk ^ 

:Product Considerations gsdb ol .1 

JLujjdl SWI jL^-l <JLJ W jj jJ! gdl oL^I rJ ^Lai jl 

LJIp oalll jwJlI 4_*J cJtf UKi :High Value Unit AolU gdl .1 
^ jt UJ ow Jl as-yJI UL" ij UiJjxil skill o>LKW 
MU ^1 cJtf LKi ^XJij .^U-l j' J^J J ^ 
.^j^JI Jj^Ji Jl ULo^JI ^j^Jl! ooJjJI oljtfll *U5 
ob ^ UJfci! oIjuAIj cjN^LS' ^l^Ji gUI 0^5 ciUS d^fl <yj 
tiJU-JJ jJ s^flJ oljJi f Uii^l ^ ^Mly W V 1 * 
. J jU ol Jl gb* dfcll ^ 
ouj— oL>cdl cxJlS' lip :perishable product cJHJ oUxdl tLlS 2 
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j-jj^J) — 

it-?- ^ JL^\ dllf. .J] J£JL> UUuj J* I jJLili L^jJ i^uj^ 

.^tM ^ I* filial jl 

J*5J jdl jjjj p» jl* UK :Bulk of product IfJjjj ol^dil ^j?**- .3 
J_£j|j y^xJiJ\ ejlJLii u ^ 'd t-^ujy oLJ> (wJk^ ^^-gi *bJI s\y> JJU 

.^>^> ^XJI j .S jru^S oLS jt o jJiU SbS JWLj oUJ c_iJl5C? 
V^LuaJI ^JLJU :Technical Features of product iJiJI oL-JI .4 

■ t«dU f : llfcksyift 

jUS" LJ5 :Non standardized product uJJJI u^ , o>cJlI ol^dl .5 
S— ^ ^U^ ^ J ^^>JU ^jUll / dWf. 11 <y ^ dUbfe 

^ (Standardized) Ukr oUdi c^tf ISJ U 2 Wj^J ob" f Usju-I 

:Organizational Consideration ijadl oULipVI .II 

sr» Lrtjjdl JLtfll jL#*l J-^Lo J )$±\ JbiljUl ^LiJI J_.UJ| oj 

UopU UiiJJ Jill 5 y 01 :Finacial Position jai jS" >l .1 
ij Forward Integration ^\Ji\ J>153| Jt. i^U IjuJ^S 5b* 
II Ujw UW l^jjj cJlS lil ^.SUJl j 5 ^iL, ^ 

ol^J f laii^l JUbj J^l Jl jj| ^, W-.., ._- 
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Size managerial skills and ojb)M Lpj+j l£ ^_Ji j 4_Jadl .2 
^ Ki^s j j$J> oabjl j kJad! |>j>t?- ^ :image of company 
0 *SjA\ j tlfj—Lj jJi 4_^jj^J\ sUaJI JJ IJUb <pf 5jy AjjbJ o 

_^_J^j Oji Ojb[ o! ^ V j jJws Uad! jl£ ISJ 
L^v-b V JLi Lou jjj oLi jLj>-I (Jlp o ^P-t UJKi J >^J' J j*** 

SjJUil Ufcll (iJJ utf :Control Ability ^Jjdl Js> h\S J\ .3 

JwJ o jJiL. c J>JLj Jl Uidl Uii5 ^J^l JLp ilS^I 
J^juJJ o^y - ^ £^J| oUjil j gdl 

.1 dJUi jJ j oujj^il j 4jyuJl l^L^ J 

.'Selecting Channel of Distribution 2u^Lai ^ajuj^UI sti2JI jUL>.l :LutJ 

ol >^ 3Lu,t cfUbb 6^5 (6-10) J£d! >.L^j Ju^W i^j^Jl 5h2JI jt£ ol 

US' iL-jil oIa J V j3 

Length of channel ^Jjsll Sbj Jjt .1 

ol^S ot J^k, (^1 ..-L ^rj .L s^lw (Li 45j^j <br 
.^!A^-Vl ^LJJ ^jjxll ol>d Sl> Jit Ojfi <**^l CP-^ 1 

. JjUI J Uli^j J*iy> Jl dlJi 

Coverage / Intensity of distribution: 
^Xc S| cilj-^l ULJJj ^JjslJ oLLj <~JLJ ^ Kotler ia> - 

gull jLsaI jft j Exclusive Distribution i $ J «a±-\ I X^-jJl £±jjdl .1 
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Jl ^JL. a^dl ytJl ci^ a>> ^rl: ^ *lk~> j}\ jb-! j 

^-o fJOu j}\ j»jjJb JjUILjj <Jj~* Jj Jaii .Up- jJ! ia^ jj! 1.1a 

.^jj_LI jL^I J LsjJI ^ju- L5 _U c_iJ j^j Lp-l^ <^t 1$Jj* t_jL>o ^£Jj 

J L-U-JI oJl_a J_toj Selective Distribution ^U&^l .2 
yjjj oeJUl AJ>dl jl^ j] lUil jU ^ jb^j ijjbt iJlp iUip^l 

(Shopping Consumer goods) IJ j^JI gJLJI j-jjjJ oLp 11 

U > o j*A\ ^LJ\j (Specialty Goods) U>liU ^JUI j 

oL*^ lj-U DUi oUj ^ gdl ^ 1^1 v^jjyl! L-LJl oJLa 
^Jjdl .yi^ Jl ^JJ L-LJI oift at Jl oUJ <;U^ 

*U-^-l ^ gull ^ j^lj (^LJtsai g-jjjdl) fcJUl L-LJL AjjLi- 

5^L-Jl JI^jj intensive Distribution J^UJI / L-iiSlI ^Jjdl .3 

J dli^il ^ SI cS^l ^M^^l gJUl JU- j U.LJI C J>JI 
ai_A UJ> x^r J^Lj ^ olS^ ^ L^Ip Jj^LI 

^ ^ g^l vuJI j^LJJ iUULil LkiJl ^ L-LJI 
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Jl AiL^l *Ua— jJI <>• W J* ->U^Nl ^ yip [fA<J ot 

Terms and 4-**±jjj SUi J— S3 J* j jJLJI j oU j>— U JL^JL^ .III 

Responsibilities of channel Members 

gUll kJLal! jlwiJij £3jJl laj^la JbJL^ ^jj :^JI «k Jj-^J oNU- .t_J 

d- 11 ukil plk -^ ^ ui^il AJbJ S| : vuJl jtldl .£ 
o-*l3 franchising <JU- Ju 

^ojJU .O^A^JI JLJ^ f Ua3 cgjjJ c^JXC jLpNl ^ jxJUjjSU 

(Franchisee) jL^Nl c ^jjt f o5 JjUIIj fctfj hj>\ oIapL^j t<j^l 

lUtiti Luejjdl stall jU^-lj Jk-j>l ^ JV 
J-»l j^JI ^Jp tUi sjl^ ^Jl a JLfc y jjL- * J f ob l^j 

obai jt- i^uit jL^n uk» jlp vhj^i fcdi Silp ^ 
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fciipN ■ 

ojjJp ^jjJLj>- JU- J Js> SLaJI oj05j ^ Vjj^Jl 

.ou)^l SUSJI jL^-l ^ dUi JLp fbj 

:Push Strategy gjjJl S^l JL+\ .1 

0>L^ii ot&fuil jjJtll J v^j t^JUc jJLcj JL^jI j^^I oJu j 

jt ^^^JJI ^Jl 5JU- j JU-1 ^jh US' flL, jS ^JjxJI f Lfc J^U ^ 

^ jujuJI dUUj (7-10) Ji^J! j ^Ji. US' J[fi\ liJUL^JL! JJ ^ V jJl 

•Jv-^i JjL^ 6^1 pjjtf? • 

:Pull Strategy u^Jl c^Jl JL*I .o 

J^U J^JI ^^J oUUi JaJLJ ^JUt* h,. Jfcllj oU^I • 
.^Udl ^%JJ jUL gdi 5 ^ JU j^jdl • 
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Push Strategy 




US3I 



8f" 



I 

O 



(7-10) JSLi 
^jjjllb iflLcJ.1 i^-Jljdl ^J_ji!1 i^t-Jl j^—l 

Managing Channel Distribution jj^I Sjb] 

:Recruiting Channel Members <^Jj^\ Slii!l *LapI uwu .1 
1JSI6 jj f V IjiiJ Ot ^ o^ 1 ^ C^ 1 

iMotivating Channel Members Vii^ sl ^' J?^ - 2 
^1* J_^Jl 4-Jai ^^-Ui LJb> gjjj ^j^l oi^S jt u 
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.Arfjjj; 2^1^ fjdZ • 

:Evaluating Performances V^JJ^ SUaJI « jbj ^Jaj .3 
: jijdl *b</l aJjU- vojj^i SldJ JUI Jj> ci^dl J^JL, li* j 

jt^jil ,b5/l = JbuJl *b^ 

ajui jt J^i aw j v^jj=ii s^i o jsa jrti j* ^ 

^ ,b</l ^jb .ASJbJL 

Physical Distribution <^U1 I iLul; 
oU>U_JI " (20) Pride & Ferrell L«J> ^J^j a| 

."^l^il J^pLsoJl ^jvaJi^Il 

:Order Processing oLIkJl U-k- .1 
.V f t UiJl >yrj ^ ^UIJ oU; >U! 5 ylaJ ^JLkll ^ • 
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'.Inventory Management djj^\ h^l - 2 

Just In Time Purchase (JIT) p^Ji cJ jJl pI jjJL <Jyu U y>j 

:Material Handling *l ^11 il jIa .3 

oJla jj ii^-^i Uuj ji g-t^i ^ ^ oU^ju tf *iu jjui 

iJjLil U*j> ^ ^1 i*UI j^l ^ dilliA ^ *U >l 
.u^UJ! ^dl <y> OJb£ JiUl gdl ^Ua>- .1 

J-J-l SJL^ j C~itf iSp -Sj^ ft 2 jji^ J*J-I S^j : JJ-I SJb-j 
*Jji (Containers) olJUjJ' ^ U^- S^u_^ J-J-l SJ^-j oJl^ ISJ. 

: Warehousing oU) jiJil .4 
^ U^ib l^-L-j pttU oUcdb feU^-Nl 

i^j oLp^ jiwJJ ji! Z-X JbJ^ ^ JLS j LujJI oudl j!2 
LjiJISS jj^Jj ^Jiil JJ ^ dike ^ :UUU oIp^I .1 

.3^ i> v^l J *-J&JLI «> W iJl* *ejL^ I 

6jU*lt /oLp^^I ^>ai ^ :3 ^3 11 ^V-H -V 

LJU J Ia *>cs cJ6 yJl dUl> ^ oIp^jUI ^ 
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.0U0 j^JlI ^ yjl |jt* oUkll f a^uJ U oIpj JSt l^oUSi JUL, 

transportation ol*dj .5 
J-&Jj 4_Jl£Li jJL>- ^ ii-j>- gjjdl J 2 j^^l 

: JL US' ^ ^Ij oUcil Jii J ioj^Ui 

Jjb aL^ jJI a jla d~>- : Transportation Through Roads ^jJl JSJI .1 
jLS^ o^Jl J ojisU /^LJI j^i jj JULj a_J151| oud! jU- aJu apLaJI 
li j a\JI£»)! iJL^- aJ y aLvu jjj cIaj ^LJI (_$Juil! /dll^T, .11 ^ >yry 

.l^ii>^ c~J IpLLSJ L^jjjp yj ^jSCJI tol y 
S^J> oU5 J_iJ ol jLkSJl f :Rail Roads oJbjJ-l ^KJI 

j>aijuJj l*jJx^ aa,^> ^^-jl : Water Ways ^ ^>J1 JaJI .£ 

aJjUJI oL^^Il j»Ji^~Jj :Air Transportation ^jJU| Jj$J| (J 

lH- u^J jfc* J*^ *Us^ I v^b aV j« oIa jb2, 

J_fcU aVj3I ^ fjL^j vl^- :Pipehne Transportation ^Ij^fl jf> J2JI .0 
■oluU-fllj jUJlj 1 JjjJl JiJj g.^ j jSSj ^U^l J^U y 
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:£j}$in Ol^^c-aLua 10 -10 

liUfLJl oLjj ^ ^ ysiil f JURIST Ui^l fcJI j o!j>iU ^ 

Jl c^f L$^r tSJuijdl Jj^Jl oLpjj oU-U- ^LiN Jl J o! j 

^ JUJLxJl jj^l? Jl (^it iJLtoj C-jli f Ua^ LftO ^ j»JLp j Ol jji 4^5w>bjJj 

Vertical Marketing Systems ^anLolli ^j>>«jJI 2Uaj^qi< ol^i^l :Vjt 
LLJLl ^Uj cL^rll y j»LS J (VMS) <p j^i! Jj^jJ! pU* Jio 
jl^I J_J ^UaJl IJUb jlJUj . J_>- j J-«l£^ J-*-*^ ^J^l ^r^J 
^-U j! gull Oj-io Ot L.t j (Captine) JLJUJi ^ju f Ltd! J Sit>Wi pUlp^I 

JjjS boJ^. Lljll ^ 3JLp VMS ^JjJl f UaJI 
.Economies of Scale ^>J-\ oloLa^l J[ J ^iJl£Jl JJ^J • 

.Ajj^ujyJl oLftJl fUipl <Jy. Jc^» • 

.Bargaining power ^ jlixJ! 3 y Salj • 

:VMS &y^\ Ji^JI r lkJ £ jit dUU at- J j*Jl 
IJLa 0 , .n ?, :Cooperate VMS djLLlI & j-~Ji Jij-dl f Uii .1 

f UaJI IJL* p- ^jj :Administered VMS jlJdl j*»JI Jej-dl f l& 

gLji! ijjj ^ 0- gjjdb ybll J— 1>1 
t^^jjefjjj ^ ^Jp .J^i3>Jl oU^JI *U»t 
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fc^ 1 

jujuJI jOj-JJ o^jl^ JLilLj c3>^31 J W\j*J U*-**^ v-: ■ ! O^jj^i 

yJi olp-ljj c^jOl loiij^l ^Ja^ tjA^Jl i^L^ Ji* jj^l 
f IkJl 11a j :ContractuaI VMS ^aSUdl ^ j^JI Ji^Jl f UaS 

^UajJI jJL^> (J JLp J j^a_^JJ ^ j_5^ ^L-ft ^JLp L*J J^IScjj 

cUULa j ((Value Adding Partnership) 4iUil wJl I p 

i^j ^j^JI AiJibdl Ue^JI kJbfti fAy\ Ai^i 

aJLJ L> ojbJ_» iJui-l ^-U <^>- 4jjLi^NI aJUjL! _/rb> XJLJL .1 

. jLia^U ^uU jOjil f^r^J jLw^NI oLJala 
:Horizontal Marketing System (HMS) Jji^O)! f U=u :LuU 
^^-j oU^> ^ jt OcJil. ill ^1 f UiJl life J^- ^ ^ ^ 

^j^J 6tj~^\ ±>j£j d^>y\ j >\ yJl Ui5i 
ciL, ^ oUJ^o sjuai-l S^Udl oLwLl f U dJUi iJUuSl 
tbU ^ dU3 j^, Jij l«J ^-Ul J^b ^1 LUp J^j ^ L^j 

.^1 J \}J&\ Slbi <JT jt ATM 
Multi channel Marketing Systems a ajLiX I ^Uaj :tiJtt 

f Ua3j ^^J| f Lb Lij o^UL J^J| f lkJl life J^JLjj 



-341- 



ulsiriDunon v^nonneis 




1V11UU1C111CJI 


1 1 tl 


Rpfnilinf* 

ivt lulling 


4j _^>«-JI ojl>- 


WhnlccinlinP 

VV J J Ul tl 1 111^ 


7l tl - 1/ 

4JUk>-l ojl>- 


Full Sprvirp ^Vl^nlp < ?^lpr , s 


AjjlxJ! <U^>-1 ^>-l~a 


T i i-n i to/I P"iiii/>tir»n \X/V>nl^>cn 1 pre 


• .1 1 71 J 1 1. 


urop oiiippLiis 


. 1 ILtl I i 
OL-LbJI IjJLg^O 


r^nch- f^nrrv Wlmlp^nlprQ 


„ • all | - t 


Limitea ureait ana Delivery 


1 « -ll 1 t 


rUIlUUUIldl IVUUUlClllull 


\ ; U 11 ,IU . tl 




ft >m)U mil 


Agents 




unannei systems 




inierisive uisiriDuiioii 


><ftl . . * -tl 


oeicctive jJisiriDuiion 


♦ I vMl • -11 


IZ/ACIUoIVC UlbLI lUUllULl 








lIiGirCCl L^IlalUlCl 






.1 111 t " il 71 7 ,1 


Pull Strategies 




Physical Distribution 


/-slU • -11 


Transportation 


JjUl 


Inventory 




Producer 




Consumer 




Stores 




Chain Stores 


11. .1. .11 ^bu 


Department Stores 




Supermarket 





-342- 



Discount Stores 
Consumer Cooperative 
Direct Selling 
Direct Marketing 
External Factors 
Internal Factors 
Length of Channel 
Franchising 
Licensing 
Recruiting Channel 
Motivating Channel 
Order Processing 
Inventory Management 
Material Handling 
Warehousing 

Vertical Marketing System (VMS) 
Horizontal Marketing System HMS) 
Multi Channel Marketing System (MCMS) 
Administered (VMS) 



^Ul £j| 

SJU-UJI J^*J| 
6j>ll SjbJ 
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Promotion 

3Uaat1 

aila-alj jjjjUI 

t _ y AtjxuJ lLLulx^s jjljjjUI (-fildL^t 

2UUJ1 Ot2>UJ1 



— — - j i_jjL>Jl 5jl>-j)JI 

jl5 jl ydj iibkll gjLill JJ ^ Juuil y^jjil ikirill j 

i£j jJLil J-^p UJa^ Sj^ J^l^p JU JUJJu lift j ;ikiJ^l <y 3 jJl£ ^JlP 

.Uj^j ULkli i^jjdl <kJLj^l f IJ^M 
^iCc ^JJl jjjJl jjJlSj ^ ji* j Ji*3 sjujJt o: ^Iji Jljj V UjlS JS^I jtUI! 
tujJLAlj CftJSjil ^^L^U ^LSyi j c j^JJl j if *p)II v-L-t jl JWli 

L^L «*JL!S juu 4_pL5|j (iJLL^Jll cJjyu Jl <Jji* JLil gjjjOl 

iL aiS!Ap pUJI ^ ^ jl ^211 Sl2l Jl ^ U^Ju ^jU* J^!l 

UJUdl ikJLJ<JI iitf J-iJ ol jjUJI guJJ v-JL U -MjJ J j! ^^Ij 
jLij .e jJUail tf^Ji ^ J^bcJL. j^pbS)l c5 <Jj-> J 0>^il *}UJI 

<5:U gjjjOJj ^1 Jl jt Jl Jt*j usjM 

v^ji u^-t uus 1 jj&j sjji^ii » yJi aSi aiSj JjJi j 

J^a-iJI lift cUj^p j .iiJULfJI JLp jiil k> Jl ^3je cUJi J5j ^-1 
g-ujOl f ^ 0^ ^ t5j^l c> Ui J^^ ^ 

^j^ 1 pj-^J ^^ Ll /^ y b c^j^ 1 ^ ci vJ 11 c> l ^b ^l-A*b 

•pjj^l *Jft^y 
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1^3 JU\ 



Concept and Objectives of Promotion q$JJJ\ <-oj>aj 1-1 1 

<Jbj^jJ! <j>«^jI J\_^Vl oL> jiv* j! *lj->-f iS^~\ £HJj^\ Vf*S^ jw) jCaj 
jl ^JL* J J^JLi 4_^ojij La jt 4$ jJLJI J-^P 4-*^ jLkJ j If^i jLf ^Ju 

* 

u-> l^la^l JU-I Jl J^j ^ j^kJI <y Ub£ J^i y: gpjOl 

^LJl LJ _U u^I^JlI O j-jiJ Ajj^W Jl LC A^ljwaJl £jLLil 

*j <J$ (f' Lf -^i\ jyj) <^j^Jl <u_i53l Jj ^ g-ijy «UJ^ 
<JU*t J^>J ^jjJl J.LLJ1 ^ (1-11) JU| JS^JIj .oLJNI 

ikU^fl ^o^^jJI^ ^ ^jjdl f j^ill ^ — SS ^1 aJ^Ij 3jJ| 
^1 SjruS^I i^aJL ci^u Kotler ol ve^JI 

.^I^JI iljLJl 4JU^,I ^ ^ ^ ^u, aJ dUS J* AjlsJI 
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t | "j I » .A ) Li . ***■ — 




(l-ll)J£i 

.238^ i^L* t-r td! jl y>j > Jj^l Sjbf 2002 *fcU1 c<jU~o* c JjlJI ^JLalt 

0-° jfc* <4 ZHJ^ f > oli c^liJL. tSJ aJ^ dili 

jl^Hl ^ ^ S^Lr til £^ W -w^J 

^ SjUp j! jha j^jjJIU Kotler -JJ jjuSj U j^tj . W>ij 

•£±J>U JUaJNl Oj^ali 
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£J3jUI . 

(Integrated J-*l£i« JLaJJl f UaJ ^LlL g_> jj^l Kincaid Ul 

jJL^Ij J>- jt <aJLj ^ jJbw JJt) JU ^ jJL Communication System) 

oL* jJUll jJLjJ ol jj>Ij l-JL^I j^ajj i?LtJ <o1 J^- gjjUl cj jaj 

^JLJI oJUh ulj.^ i (31 J 4_>jJ A^ldl obJLjU jt ^JuJlj ^jjjLLlj 
4*JLJ| olft ug S:.l.^.,.i 4x^1 oliSJlj ^yjJlj kj^AJl OU jLJil JUjJj oUj^Ij 

Ju!>U .^vJWI ^ SiLj J <JJJSj ^bib iu-M jl 

Ol <i~>- c5>-^l (AH^I gijlt j-^J gjJ^I ctt «-i^>-^l Jib* SjLi)fl 

*JL^I JLii^o ^ — &r jj^l gUSJ <JjU .Jjai j Lbo (sa^ 
iSjj^I tA^Jl gjjll jl Lid .i«jjL| jl a*JU| p\ jJlj 

Op dUJbj tiUjJlj i.UJl otf^UJI j oUJJ JxJt^j oM^l l^j ^ ^1 
J V-^j jjy fcAJl oU^dl J ^jj U Oj^w JJL^ .i3 JLiil 

ik^^ll ^ 41I ^> gj^J bi^ f JUB j! ^ tf JL3S Lo ,Ljj 
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Promotional Objectives 0 ajjnn ukl uu^a gj^jlll ualJAl 2-11 

.ajlJI oJLa koi. l^LUxJ j UJJi j A^>waJ! oU ^Uil J2J J^U ^ pS%> j 
jljJd O^-pVI o^tfj ^iJL^uaL oL^jil ^j2j JLsr JSCJLj JLiJVl ^ 
AjIjL-^ oU^U pLjj Sjj^aJi jjjJa^J JuU oU*>Ip olS' jJt j olJ^UV! 

gull jt A-i^c t^SU^wJJ ^-L^Jl J J_>.j JJU3 t<y> jJI . I 

C^j l\y J* ci^l Jl Jvd ^! <3yd! jjl^S ^JjjJIj o ydl .2 

.gdl J^ U£)fl 
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SL£l <j£c N dll«i-Jl igdl ^JJ ^U^l ol^UJI ^ juaJL 
H5jjS-^I JJIjlJI ^ <J^w ojU S!sU J^wai; ^ ^ <.J[f}\ J y>}\ 

cUUi^ JLoi-l jl pUI U£)ll 5JLM pIj^I 

-Mil Jsl* jJI >ij v^i 

oUj^/l J a-usLI jt ULJb ^UJl j^ixJlj tJ U)|| .8 

irj3 dUij U*#« uiSljll <SS> uA^\ Ssij\ 

.*jjl*dl 43^1 y ^ J^l 

L-^U-j obuil ^U&l 4Kjl^ JLp UUdlj t UUl ^LxaI SjBJj 

.jU*Wl iU^ Ji gdl 
J LLjh IJJA >UJ\j ji ajU a^jJJI ^| i^U, .10 

J-^ J ^Uj JiUj vJU* ^jLdlj ^Ul ^ oUI ju, .11 
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cJi~- oL >dl JJU J5L- jj oNUiNI JU j ^j} j&\ jt .14 

o^Ljj Jl j^t tboJLP o^Ljjj dli^dlj gdj US* ^lwjJI oUU-l £>S.15 

aJup J^J dLB j Jj~Jb ^ili! ^pj ^U! JU^I lJjl^ <jJ! 
j o^U^i ^ oL >w ^Jl-o J^U- ^ ciJUtJlj ^Ul uh 

^1 4. sp^XI J^f 3-11 

Factors Influencing of Promotion Mix 

U.Oj c-Jj ^^aJI *L£* ^J^ 1 oJub j?~J ^UJI ol3%Jlj oU-il 
jJl^%j ^Lil cJjJl J j»Ji^oj ^ «Ja^ J54 J^j ^^Ji 

f jJL ^-J j JU>ly j^jjdl ^ J^i 0l .^bil 

^jjJ! jL^-l jJb .4^r o^Uu-l ^1 jJb£ OLwiJ L^blj 
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i ,>i3j ^JLw^j ^ j£\ JlP JUJJu Jj JjL- jJ! oIa Jaii oO>-lj 

^ U j^fl J|>JI .^^t 5JLv^J BlkJl a^^I ^ j£\ U Slk*Ii wJ| 

: jixll ^Ji J,j 
:Nature of Market J j*Jl huS> .1 

J^JI ^Lol iU. Ja :Geographic Scope Jj*JJ Jl >L| JlkJl (I) 

dlAt^L^l J-aJj J <y jf^ 3JLp til ^ 
fr* J j~Jl OLS' bj .'Types of Customers *!>LwJI £^3 (t-*) 

u^^-ii ^J-* OLS bj :Number of Customers <j^1$xJJ ^JLp (^) 

.^^^JJI ^Jl f lJL^I ^ ^jji^ oLaJI iJLA 0^ bj U t aJLM 

:Natureof Good oJU! <*J* .2 
i*JJI jip dJJLii -LJLi ^jjUl gjjil >jjt ^JlJI i^J, 

i^i-Vl ^LJI ^jis .us* tVtui c^jjJI gjli gdL i^lil 

L. ^St oUuil J^-j o**yi f laic-| o^j .oUJJ J^ASj j^p^l JL> 
^LJlj ^UM gLJJ L_JL U .J^l jJL. jt fLJS o ^ 

W»JI til ^-li crjij ^r 3 ^ 1 t^ 1 " <>• ©LX f 1^1* JjpLJI 

f LUi-V V^JI (2-U) ^ij JXdl g^jy .^LJl ,ja l^J| i^lilj 
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oUJll 1i.,v.t 



^1 



(2-11) JSLft 

.334 ^ ^jlC-VI < ,±4} vcU-l jljjl Jj^f t ju* J999 4j> >wiJ! :jJUail 

:Organization Objectives i^jil ciljul .3 
j-^Iip jLj^-!j 5 — ^jJLJ L^jjS] cilJLj^^l Oh Uoj iiliA 

•£L>J^ (>• 'K^ 1 ciiJU^/l f>L" jd! oUgi! 

:Product Life Cycle hU\ SU- ojj* .4 

olJi-ftl j Ja-j: ^jJlp j^Sti Li L^L^ s jji J ULJl L^j y il^JJ j! 
gjjjdl ol j^t ^JLiJl iUyj SJbJbLI ULJli ^JlJL-l 

^JLJI J Ut c^UI j^lj S-Ur i^S 5jj^ J* $j> pjjJl 
ULi^ii ^jj-oj oLJl JaJL^ >^ g^jjUl 4*-j3 jl-biMlj 

.oJLiJ <Ju*JI 4j^>dl j SJU ob-e- (wJ^'j 
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GilP 1 — 1 

u~~-> ciUSj IsP y I j^S" <>* jJb 4xLJl oLp- Sjji iU- y> 

ISJ i*LJi ^ odJl ^jUB iU^- J ^jjOl .Jjj* ^s^o Jliil 

<_Lk j-U J-^JI iJbU *JLa j ^jjdl gjll A^. 0^5 ID SJb^ cJl* 
oij^t f Ijl^lJ ^ gjjtfl <> Jbjll JUi> o jfi ID .UJl dlL" 

Owib-* J j>o ^ aAJS j^Jl U?-^ Ul .SJboJLj ivLJl aj^^ J5lj^/l ^j^il 

cr-j v-U* '4 J ct^j^' ffJ 1 ! j$J ck^ c^Dl ^! cWJi j^J ^ 

ftJ^A J gujti v^^l ^r^J ur^ j^J^* J! 

.Uidl ^Jj .1 Oi^J^il c^uil fUSJ <JjU il^LI 

LpLSI Lj* Oj-Su £-djJ^l j>> Op jUaj^-Lj ^JLJ ^iS^I vvjj^JI 

jbjl jJ ^JLil ^ ^ Uh£ L^ jy - Uj, ^Jitf aJU-y» Ut 

J-i^ 9 J-* £^1 £L>J^ jr^b So>.l ^Jl ^JLJI 3j~> d 

ge>L1 J >^ jji 5_U-^1I oJ-a J LJ> ^jJUl oUJJ kJi j J^LiJ! ^Jl 

. (5) ipUJS J LJLLI ^ jbjj; gjjdi Sa*LJ\ 

: Competition oJ^LJI JLiUll .5 
UJ; o_S3 J s^sLJi ujULi ^jji cJ j| jLc ^| ^ 

'r*-^ 1 oLj ^J t^^b oLiUil c ^ JJUj 

.aiisai ^Uji j j^uji ^Ji 
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:Size of Selling oUJll .6 

jl ^j-bil ^ j-iJ! L r w^ jjjJ^I £}l |»^- ajT jL**i\ lift <JLp i^-jjj 

iMauagement Policies o jta)ll oLU .7 

Push Strategy <~>t-J! J\-**l j^wi .ol js- L$jLkJj UU^J 

gA\ JjUj ^jUI JL^l ^ j^a_J4 U tPull Strategy ^JU-I JL-lj 
^ j_-gj>- dJUi J Ljl^-wo L^Tj ^1 ( «JlJ| j^jf ^ J^LdL 3LJM ^L" ^JjJ J. 

(_$jlJ jl-w>- ^IJkJl jU-j ^jUj jt ULil Sjb>- ^jj ^w»U 

o»Jb£ o^LS^J ^jlJJj a*—, Uj-Ji; ^ ^ UL^ ^ vfil^Jil 
jt jLfJI j\ f-jyJd ULJl ^ ikJy oUj^- diL^il 

cJu^ Jj .usSOiTm. II ^ oU£ UUI JLp ^JLt dUS 
5-ULl ^L? ^ ojjAi l^lkj ^1 j >rU ^ ^LJI ^%-^l (jk 

.^jiJLJi j i^i^j o^V 1 ^ ^ v^ 1 ^' oIa cr 5 ti 31 ^^ J| 
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KiJ^ 1 — — . 

J IfJUJ OLw.j oUkJl jJl^-j u^jjiU JU-JVI j ^^^kJiJI Jj: > 

.LfcJL* ^J-kJ! jlp dUL^il oU-L^I ^LJ| 
Financial Resources :iJli! i jl jil j^Ua* .8 
j\ jU^-l J iiUa c^tf UK ^-bil j>jl jil dJLL- v^Jtf UK 

^Ul ^Jilil j-^Jl ^ oUJ.1 JxJtjJ jl j^jjtfl JsUj pLU^V oail 
:Nature of Target Customer ujiJl^l u^l^il Sa-Js .9 

oljj cjiSU^il j>Li*l ^JLL. I* La i^jy ol j& oUJ.i kJLJj Ju«ULJi ^Jl 
f U lil »j S/L*i ^^^JtJl ^1 JLi .jfruull J^l J obuAl 

JJ <y <pU ^ (iHI ^jjOl gjjjll U .A^LvaJI jJUl ^JLL- l^b£ 

.-Other Marketing Strategies Vb oL^Jl 

JlObU ^1 i^ll ^ ^5^1 e>JJ ^j- 
j-JI ^ aU^Vl vJk, jJLII ^jyll U-L- jU^li .ojlhiJlI a^jJ^I 
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£L*)I L5 -^a>*JLl| ^Jl ijs> Uajl j O^U^I ^yiff' 4il£* ojj^2j iOu" ^jL^I 

l^Jl^i ixjuy IjU^-l JbJLs^j jjjl ^ LS o^s tJilLj .i*LJl ^ J^Udl u^j^l 
^>JU j*_~J1 i^Lc £LS^ LjiiSil 0>^NIj ^jyi* d j& c)t 

:Nature of Environment cJI U-J*. 11 

t v r i^ jJl i^Lil j^jj^il ^wJUt jU^-l ^jjJUI kjcJl JU-I Jak£ jJL^ 

UjjJI otf ^Jl JaxJ KUj . v J^J ^Jl jlil j U^-UJI iiJI jil p ot 

L-Jlitllj i^L^Jij 4_^U^-Vi j ^L^jSNI _^Jl jSL; UL^i .tf^LJI 

.c^lij ^j^il J^* oui> ^ Vr^>^b 
:Customer Decision Making dli^il X* A jJJl ol jl y .12 
J^lSoJI j^j gjil ^1 f U^Nl UL* J^V 

01 .,1 yJU ^L«Ji jl jtfl i^. ^ cfJUL^il 1*^1 ^ ojUJlj 

cUjNI ^ jUix>-L ol >il 0 .^1 yj uy^ $ Jl 

:Promotional Mix ^^pl j^Uc 4-11 

aJ^I J oUkilj uJ^l ►^UJ^ 

,I^jlJ ^ 3Jlp ^t ^Jbrj oe^l ^Lil ^iUJj sjJOJ 

^JJI ^UajNl j .J^mJI J 5 — -311 oLp 
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^jUI — — . 

J^LJI UUp JJUdj g^jOJ f UJI fjjill JJ^J f Jb^s-J ot ^ ^1 gpjdl 

a^^jS ^Jl ^bJl Jb4 ^jjJl gjjil jCjuj (Promotion Mix) 
gjjdlj j^illj gxdl ^ JS' gpjdl (i-^j ^jJI Marketing Mix 




c-^ 1 — - 













(3-11) jjj JO 

: Advertising 1 1-4-11 

o!M JjI j! JI ^jUl ^IjJJI ^ oLJ>fl f ai ^jfi j] 
J_J L-Ajil JUi j (Cyrene) o> j i^Ja otf^SL* jXi Jj> ^UiJ 

V^Li-b Os-Ul ^j_ai j| 0 jy^ij j^ui U, 

obis, ^ Uj ^% «ijuj juat j^ij 

o!>Lp>!! j j^J,; ^ G LJI o Ji\ oUju Jj .^^pj oL- >3lj 
f U j The Weekl y Ne ws ijJ^J J_,1 JJJU * a^s ^JUij tfLSj 
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OLijJI ^>w> J f 1650 f U ^ <u 0SpJ Jjt ot . f 1662 

t^^ji UjUii ^bji f r 1710 Jj 

^si?t 1905 - 1875 <ju U kei ^Jl S JlaJl J^^j 
4_>jUdl jJUaJli c^Uw^ 4_^jo o JLi j-j2£j oLxJJ gJJ^H 

<L_*, ^ U J>v l^ J-^jJ opU t ^LLI dyA\ cs ^bj^l jj 

c^iU JSLlj o yojl ^ 5 jtf Lllc aJUJI UbJi 
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s Ji j^-^/l S y>Ui j J V-^b ^ijL^Jl otf^UJl ^jjj ^ .3 

J ^_^Jl J-^r ^Ul ^Sfl J-*UJl L^-ty jJ j ^.s^-rJl Jjl~> .4 
.gbtyl ^ (J ^JUJJ Uip- Sjj^ Jl j^^l oUJj 

Concept & Importance :4^jJj <1)^U^I oL^J 1-1-4-11 

^Li Jjl j^p jJLJi ^ k-UM JLaJ buLi U/S US' 

L^l oULLjSNI J^JI j^sjj ^^^dJ dJUS Dl^j jrl^^J 

^ ^Ul ^ J^-j oUJj Siljj UUJi Ully j jLJU dJU^il cjL^ 

g.jii ^ tf jjjij juai ^jji ^ui \j .u^p 

.OiSO^II JJ ^ ol^dl JU cJiaj! aJLw-I S^bj J^J <ul 
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• — ■ — - jJLc AjjLhJI Sjuv^J! 

^^JLI oils J j~JI 45> iJU- j dJUij CS olull 

^ ^L^4 oUi Jl oU^ApNI jj ^ . ( _^L3l J^jllj J^b 

U: jLo^-^U (5J-« kili^L^il j»La! ^LjL 4jjLoj jU^*L oUjl^Ij ^LJl ^ 

oJ-ft J_S* ^ V^-i! ^£ ^jU^l jj^tiij ^W^- **yr <Sj^ 

toL j^UJJ LS **J*Ji}\ j^p JLajVI <ul Aio/^l ^ ^ 

£5Jb <J jyw J jJl jL&^Ij oUjiiJ-lj oU^il J ^ J^J 
Sbt <u! ^ Ot>U^l dHj~ - US' . (7) Ub^l <J^I J^U^JI J <u*p1 

>J^I J^Ucu-L f ^2jj .L. <pUt Jl oUjLiLlj oU ^Jbdlj jl&ty J^^xl 

^jjti yuji ii^-j y f j^-dj ^^V 1 l^ 1 - ^ 4 t^*^ 1 ^ 

JUJNI JlSLJi! ^ J5LJi ^ 4J! ^ o^-p^I Kotler Philip o^uj 

<vn..,,/T-^ 4-^- ^ oUjLi-lj ( JL^J1 gp^HJ pjJ^j i ^a>^ti\ 
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Non t ji£JL$.'u»J,l ^ JUaJ^AJ Lsfl ^ aJLj-^jj i>LtJ o^U)!l .1 
^ aj! ^1 t^Uu,^! j! Sjj^LJLLI J}U ^ ^Ui dl* Mj- Personal Media 

^JLJl ^JS o^jA\ ^^L^Jl ^Ij_p1j gLi| j-a ^U^/l o^Lo)/l .2 
i j_ol ^1 co^Ail t^i^l OLAWtf) O^JAJ iL-j ^ f laical ^ .3 

.hM diJij ^1 

Lfi-I o!_a e-JlS' iijyw l^- JJ ^ ^ y> A 

(10) :A i Uoj| J f 5UJHj ^ J>J| 2-1-4-11 
Advertising, Publicity and Propaganda 
hjjr^ ^ v^js-i ciUJlj ^\f\ ^ 

jUMj oLoj^c-j j*U^ ytjj U 4, j^i. Advertising O^p^I .t 
Xyj? j-^i ^Uij (UJLI ^ ^5>l) iiL^il f **)[| J5Uj J}U ^ 
^USVlj ^U^VI ^1 Ur, ^ iiUtJl ytj j j^JL| 
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J j-iJl b\ tfjij 

d\j <.b^y\ U±> cy ^>U*JI <y <*yJr 

JJLJ jjJI ob^l j! JpUlJ! dUi ^ SjU ^ :PubIicity UpJdi 
J £_J^ ^il L$J WLj ^jU^I 4_L^ jl I-jUjJI i-jUo llL^i 

jjJLj UJULP 4jUjJ1 d)j5o Jjj .jt-^ ^ jjSCJ <jU*^1 J : . /ia:l 

w^llj a^LUI ^il jJiJI j jSl >JI JL> buj jSjJ ajUjlJI u^J! l$ >.J 

:JU1U^0!Ap)(I 3-1-4^11 
Advertising As Communication Process 

Sender J_^l ^ oU>d! ^lil 5JLJI 413 JU;V1 5JLp 0| 
ila_^l^ oLo jJull eJbb & j& $ Js> Receiver *JJ J** ^\ jl JtSxUi Jl 
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^jUI 

^1 j Message flL*, lj^> J J| J^Jll J[ J^ll <y ^U^LLi JJcJj 

^Channels JU_rt1 JsL, j jt oljJ J>U ^ iJL, oi& j£ ^ L£ tciJ^Jll 

oJUi Jil olilJl jt Jil y^l Up jJLLj U IJLaj ;U o jwiJj lfcJU»j JfU jJJ <JJ 

.Feedback 

oNUa-j^/l 4_Ju^ ^aJI jiCrj .oU ^« ^JLgi^il ^j^pLs^aJl <jujwll 



jUiJl JU;NI (4-1 L) JSJJl jw^j^j ?JU;NL oa^JII 



JJbJll 








J 


k 





















Shannon, C.E. and Weaver . w. 1949 "The Mathematical Theory of Communication". 
The university of Illinois press, Urbana. 

:SenderJ^I .1 

bjS. La jljJLCj ^LjUpI U^i j j& jt {fa ^JJI oU jlA\ jJL^- 

dU3 ^ j^j Ujl^ ^| oU >II j^ JLI jt JjfeJll tii ^ 



- 367- 



- — — j ^jjL>J I 3 JL>. $2 I 

<-^> ,J lUl ^Uail j^So otj <55 jJ^u «0t JL* J** jll Jl aJJ Jm» J.I JsUj 

: Coding j^jtfl .2 

<y 4jU J lyl mUj dJUJUj t JJiJlI JlP oU jJbdl j£> Ztojb y> 

,Ol« jJUll oJL* oli J*i o^j Jj aJJ J**jl J jjjj <0^l 

: Communication Channel JUojNI oU* .3 

:aJc^> Jl SjAl V U^1 ^1 JSU jJl ^ U^j jUJbJlj oUwJI 

:Decoding j^. ^J! JJL£ .4 

jt ,U>*Jl vr-H S J^ JLj Plk^t ^jk; lfl*£ U cUj^j 

'.Receiver Jjfcjil .5 

^ jt ij>l^ £k£ jt S ^ ci^^ 5 
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&3jX\ — 

:Feedback U>-l J\ ajJUcJI .6 

:Noises ^jJl .7 

.1^43 J jl ilU jJI J J ^Jj (^JlII j^^/I uUaII j^JJ 
Economic Development :<pLai5NI <j JJ* 4-1-4-11 

oUj^LjJIj jiJL, Sj^lj <k_i ^dlj 5 ^i-MaJ! oUj yUJ 4_i}U j U jJI, 
c/r^Jj^Jlj t^Jl (ijx^ilj dUJu L^ULl 1J jjiil oLklij v j£M 
j-cj (LJjJl - Ji*, j\\ - LUJ!) Ubkil i^La^i oUJaJlj vrjli-lj aJWjdl 
0t Jl ttU*)IL LLa 4^pUL| VI ji-ll SjaJij .1 ^jj ^juU ^ ^Jl| 

tf aAi jji ^ jjj-i dU^u vi^ji 5> aj L^j bJL* 4j jS3 o^^u 

.(HjUI^Ij J>JI J ^LmJ! J^wJU 
Types of Advertising lolj^i 5-1-4-11 

^1 ooJI > ,b D!)UN! ^ ^ US' ^Udl oL^jil j! .^Ul 
^ j^S dUij ojl^o o^U^I o! Jj^I ,y ^ 
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oU-U- >uJl j^JcJJj cJL^. J j SJUsJI j c v>L^.Nl j ol 

: (13) ^ i^U gl jit sjlp Jl pjfc, Jail ^ <y .1 
'.Educational Advertising ^JUJI £>S*)H .1 

SJuaJLl oU-U^Nl oli UjA\ j] ^LJI jt sjbjJLj ^LJI jj| yj ^u, 
^S"L*lj tU jU—t <j_p <j-Ull <L*-LJl <L^1» oU jl** ^Jl la* ^^oj 

rGiiide Advertising j)ll 

P^jL?-LL- ^pL-J^I 0 j-* y-i ^ jl iwilS" jsLib- ^Ul J/j N jdlj 
c y2pJLxJj .L$JLp 0jJUa_4 jj-j! {_y* jl jl <*jL5 j j^j*j N jt tAjiUalSI <Uj^kj 

^ji Jl oL^JL oUUJI JJLj cJj j*«J1 Jj a^ Jil cp JU\ ^Ul 

:Reminder Advertising t£j*£aJl <1>^p)H .£ 

J^-t ^ iiUSj c^iuJJ g-^Jl <Uy J otoU)ll ^ ^Ji Ha ij*jht jbj; 
dil^Ui j^JLj L> JjJ>I jj-S^j .gdl* ^uJLi j&s jl >^-! JU> AtSlil 
I^U jt gcwJI j! jfll I jJUSI aS OiJbM uyJ^ 1 <> £^ 

.viU^sJLI ^jJ OL-JI 5>Ip vJLidLlj tf!? ^w2Jl jU^-^Lj 

informative Advertising ^jL^l •* 

Lj^aJ Jl oil jit Oh U^l; ^3 Jj jj^^-U oUL diJij coLkil ^a^J jt 
o j-^ ^x^aJ jl t jj>-^l (iJL) 2a*AP Oij^o jl t| jLdl uhj 
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. . 

^JlJI y OyJil ^j^^, Uj» jt i^iil ci-AJ J| ^pjj 1/ (.oXs- U ^kU- 

oli!>UJl oJU Jo-\ <y yJI la* jouj .fcLdl Uaill jl oUjil jt 

jll! j dU L^ 11 <ju i^l ^ J-^ ctUi^ j^JuiiJj Oj^V^ 1 

Competitive Advertising ^bll OtAp^l .0 

jt ol>^ ^ oL*t>U)fl UJ* 1> jLtjj .l^Jk L^iJ J>U[ 

fyJl y olf^ otfjlil j! oUoil 0 Jla d\ J*s c4~ihn otfjU 

■J^+I ^ V' ^ jJlj Sjj^il V^VI JsL, jJlJs^iil 
jjjil sop JJ 0^U>l f-JB ^ , C J>JI JUL. d^ <y 0^1 .2 

Nation or public Advertising ;^UJ| jt Jj^fl Ot^l .1 
JS^-, UjjJI gjjj 0 Uu jt ^L, j, oj& ^aJ| ^ 

JJL-j oM*>fl ^ II* jOJ| ,ut Stf j l^SO^ ^ f U 

otsUlj ^1 jju , fLj j| eJyJj o(i oU ^^! ^ 

Segment or Local Advertising ^^p| - JLi| ^ 
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Industrial and Art Advertising :^ jl - ^pLJI Ot^^l 

4-j}Up j j-^o 0*^)11 jj-^s IJLa l^LaJjj 4-^1^1 l y>\ J J>\ J lplJ»>x^-N 

^ a L- ^ <^ Ot ^ lift j v^rjP-J 

Commercial Advertising :^jU«JI 0^*)M ,J 

Professional Advertising :^fLi » 

jyjJl lift jJJ JUtl! JjL- jJI j cL^iJ^lj L^i^L, ^ Jll I j^ji j*- 

^JlJIj l^iJl o^tf u^^il 0^1 u- ^ ^ ^ ^ 

f Ul Sjlp Jl ^.^j U\ >JL| jtldi ^ Ufr* .3 
National Advertising ^Sll O^)/! -t 
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.oIjUaJI <_Jl£. j t oLrl ^Jlj ^Lkil v U^t oU}U|j 
Local Advertising ij^lii dj^Lc)/ 1 

International Advertising : J jjJl £}U)/i 
*JjjJl ^jJj^ ^j^cj LSI Uku u^Vl g^Jl I la C5 k*jj 

Types of Public : Jl ^^jj c J>f J.| gjj ^ a>U>/i vuLUaJ A 
: End User Advertising dlf~l\ tfk*\ .1 

rlndustrial Advertising ^tuaJl J^cull 0^*1 . v 

:Trade Advertising ^jl>d| 0^1. £ 
L^o kU| J^l ^ ^Ui 0jJ -, ^jjj ^u^l J| 
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^wa-jj tLjip j-Ull ^LJI ^j^j A jJ> JLp j^Vj o^Ul ujU^I ^ ^itJl 
UjL^tj ^LJI j-p oL ^1 iUua^ll l-^wJI j o^i J 

Primary and Selective: ^Ui^l cJWi j ^L^l iJdaJi .5 

Commercial :^jl^JI c)!>U)fl .! 

Noncommercial l^jl^JI <!)^p)fl 

jt l*JLJ ^^ljj^I j-laJI <j^-« Oi-L^ L^ii j! ^^l^il ^jJ L^U^ilj 

Public Services Advertising UJI 0!ApJ .7 

LUa_43l IwaJ SJJL— - j eiJL^U-j <jl iUUJI kjJ-l 6^1 cjL^j 

SJuLJlI oU^I Jjl- i^UJI UJUJL ikJ>l 

Influences Advertising jjtJl ^ c)!>U)H p yi? .8 
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Cd^ 1 

Indirect Influence : jJilil jf jrutdl £)^UJ \ 
^JJij <<JL> JL^j SJLi (iJ-- Jj> dlL^il Jp ^fc!l Jl lJ^jj 

Direct Influence : jJLll jJfcJI £)}UJ 

: (5l) JbuJI J* j^fcM «J ijjjll 6-1-4-11 

:J^l^J! oIa ,>-j oIa ^djjJi <JUi (ijO>- Jl JbJUj 
J SJ-jdP olji jj&j jt ^ V^V 1 ^ ^ ! <l»t ^1 :jl j&\ .1 

.<JU SJbJLdUl S^&JI JJd 
J^Li^U oijLi J aJUJI ^ J jlj^u-^l aJLp jJjj .jl^^^l .2 

M -jl— ' JL^ Jl ^b? o^Vl j! j cLUV :mJ ^Jl .3 

:aJUI v LoU <>wJ y-b 0! ^ 
J>o ^ U>U dU^I JJ ^ * | jA )f Ji ^bj jls ULJI ^1 .1 

.^jlil ^ ( JlJ pLwI 

.^y-l Jl ^ u- j| tfjll 

Ml <*L~U fflj* dj> uA^I ^ tfJd iul J will i_*L,}| Jy* ^ . £ 
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__ ^ — — ^___». , __ _____ j _e 2_jjL>JI 3 j_>-jJ1 

Advertising Budget iJlj^ jjju- 7-1-4-11 

Sjji o^> £-1 l« ^1 <W! .t 

Market Share :U_LI l^Oic ^1 iJjJI JU-J-I . v 

ig-./r ^ jiJJla ^ylp ii>U>JL3 oUJil y> Jj o^U)/l 

Repetation 0^^' J 1 J 5 * 
IJJbU! 0t>UNl J5L, j J o^l jt _^ S^Ul lJU- 

.jt>U^l J j\ dUS oUJaic *LL£U Uj*- v^-j^-l UK 

Types of Product :d%uil Jl ^j^J ^ ^Ul g-ll OuJ* 
JLJll ^ Lf ^J U> ^1 ^1 sJLkJL jbi ^1 ^LJli 

Competition i-ibl! .o 
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Alternatives JSlJU U ^1 ol*dJ . j 
^JLiJ ^.k:... j Ujl_lp o^Lp^/I jl Lo5 .Sj-jr © jj — o ^J^l 

.oJby Aj^U £^L« j\ ( yaj\**a>- 

Difference and Similar oLndil <>lXj <J!>bM .j 
JiCJL-j o^l^II JLp- J Lot tUj^ ^ l^JLaijj Uj~<d j6\ aJIj^j ^iSt o^UJ 

.(17) 

.'Percentage of Sales cjUJi! ^ 4^ i^J .1 

.UjU\ Lj^iJI ol j^J\ JLp oUUl 
^ UjUpL olwJJ ^jjldi iJljil JJ a^j ^Ij i^^dl oUUl 

.lil^il ^jUfcJI oLiljil f lkJ ajjIjJI 
^! L^JI JbJbtf j ^,1 jj| aJ^I ^ ajJl olL L^L^f! Lljll 
UftUj iiLJI o1>_Jl j^j S^l ^^V/l W 

4-Jlji! 1^3 ^ 3>^J| UJl^^ JLil dJUJLS j JU^I Sjb^l 

following Competition :i-Jull glSj .2 
LJlj^ j-i^ ^LJ ^ ^1 OwiblL UjI 
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■ ^jifi ^jjLkJI Sjl^I 

Jlj^SlI ci* yJJ Uij^Ji ciLu^l tSJu^il vwjjsll ^1 igsU i>yr J ^ 
0 j-S' j^-aj 4JL2>- UjUpI j £^ jt jbM cilii ^Jl . . .I^jvo J>»U3 jJl 
^1 d^y\ J ,jJLil jt^- ^5 J^JLjj J ji J!Ap)/I J^UjJ! \t>yj 

Task or Objective «JJlAi jt .3 

^ pS-> Ujjiil ojUb J_S j ^^JLp AJljil Jb-L£ JU-l UjUl c-Jjiilii 

J JUL! dUi^j Uixdl gSLsJi ^ IpjU* j &L» fciil eiJt£dl JJi- J^U- 

Previous Budget :amU\ &jl jit <y A 

Profit Analysis .5 
QjjJLI oh ^ J-W ^LJ J* <Si>Jl oift f> s; 

r Ljj^fl JU, Jl Jj-^ <^>J.I obuil ^ Jj> jMi jyc* ^ 4,11c 

jt <UJbUl l^jj^l oUUiil ^ >>-j ^jUiL 
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j^jU) ■ 

Advertising Media :JL&Ip)II JsUjJI jLaM 8-1-4-11 

^ <y jc*5 <LJ-I Jud v-bll <J^)" jJI ol 

l^y^ <y OiV ,jJl J*l yJI <y aop ill^j .o^i 3 jb| JL? J sJUdil oljl ^aJl 

: (18) Ji« jL^VI jlji iUEl jto 
UJJ! jU^I Jjl. LJ^I 5JLJ-I ^ oJL^uJLI ol ></| jl *| JbJrf .1 
.LJJI jt Ju- jJl jt LUJI fcyi cJl* ^ a^U^n/I 

^L^pI dUU iL^j J^Jt 0^ JU- Jl <y ,>JI jLS" ^ gdl jl* 

U^Ll IJs ^ V-Ldl *L- J\ jL^i j ^ oj t oSp)H oj* .3 
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— , AJiL>Jj OJLv^JI 

Cj-s o-^ ^ Jl «JL-j JUjJ ^ jlA\ VJ> d\ .5 

fU^u-l J-£i lt^W a* '^U3 .tf^M Ji- Lull 

js^j ^uji v^M- t)i j^ 1 

0^Lp>I c~J^ LJ!*p)II <L*^i jL^Vi jl ji'jjt, c^V 1 al&j - 7 

:Newspapers cJ^mJI .1 
» flpwa 11 jljJj .O^Lp)!! oUi jjk-j 7.40 l" LgJ o!Ap)M jJip ji^j 

oUL^ii op JUlj cL*jUJLj oUU^Ji oU*l ciijud! U*lS3l 
juJj .L$J SaJL* jkLu jt Lg_LiL &JU Jl Jj^yJ c^soJl ^ Ui^»l j^cj 

but jlxc j .s^lw jl u^j^ jt 6%>1 o^l^j jl ^tu^ jt j[# 
J^<il UjL j-jU Jl e^>t 1^1 Jl <3UVt Jj^ Sljl *H4 L- 
UjjJL^p c-J «^>- ^yj iUsij 5*Utj Jl gjjJl jLi^l lL-^ 

• Lp Jy^J V _HJ V'^J V^W 3 Jl 
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i~JLL juj^ jjua-- ^UJJ Jl c-)JU}f I fjdj JiS cJ^ L^%1 y d\ j*j 

olj^t j J £^b ^U^l S Sj^l j Ja^jij . cO^aJl 

tTelevision jULJI .2 
^>Ju>- ^ku*Jf 4_2jjlaj ciJl^Jll jj+*^r\ Jl 3J^)ll <cJL-j £j}U ^Js- 

pjJ-A 4_J ^JLj ^JJf C-J jll V—JL Ojyj £>u*l j ol yep- UaJJ jUhll j^JLi 

jl d^-^u v^uii suaij v-uiai c-i^i jL^-i ^ ^Ldi ^su* diiJbj cUt>u 

^1 J_*£ gUSjl at U5 JLp l^Lu^lj l^jj p-; ot ^ 

o*j* **> ^ o* fUl sop Jl ^jejibll D^VI ^ ^xj 
cJjJI jL^I U,> ^ ,(^| ol3^>)fi j t jjtUI O^V!) 6^)11 

.JI>L1 JlkJl <i> ^» c^^l 
Magazines .3 
^jL^\ tfjjjjJl y dj& Ujup L^U o!>U1 otAil JbJ 

^ o^Uil tf> rf U foUj yj ^jll ^| fcdij Ul j^j iUl ^ vJ^L 
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2 J^-j 5^$-^ ^^^31 La j^c. JjJa; o^Lil ^v^j US' .oIp jil £yp y 
J 4J> jJ5t c y S J a JI l^Klj ^ j fcJUl ^ jl jtffl f <Jl£»J di^ 

JbJbJl gjjj ^ ^1 AjjUdl o^il j JLp^I cJid^ bj& t)t 

5*1 y <b ^Jj ^JUi £j~-lJl ^ jj-SUil Jlp il^wi Iflj^kj otAil o^lj5 ^ U olp j 

^LuJJ J^JLj 5 olS lo^J! oJU JaJj ^-^1 4jjJLUil JjU ^31 
olJUJj>dl cot Loi' .^jUU l^JL^> y J c-^^i SJLij^ jt iLji? aJLjj 4jjJ (_$JlJI 

^ uii j d^lp)Ii j' c*>^ J 5 ^ 1 z jP 

Lc >U></I obU J jt >JI oljJUJl Jip :Jlill JLp - U>U 
jtjjj ^ Ui' .A yJI >U- w Litjj b\ & ^JJI Ol^LI ^ u ^ 

Radio jj^I ^Jl .4 

C^U^jJl J JlSlJi^l J 0 jr^ Ajjy .^l ... OjLJl 4 C ^£J1 tJ^jJl J 
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g-yjUl ■ ■ 

jjl J-sA^tJ C J.J:..— U ( _JLp JL>- j^b oB oJLAJJ 4*^1 J jif La < _ 5 iaAjj 

.cJjJI (j^oJ J 

o jJUS ^Lp ^ JSJLv JL**u O^i Ljj^ ULkJl *l£ jj^I ^Jl j</ J 

O^Lp)II ^wij oUjgUj ^JLJI ^ tciJL^J,! jj^Jr-l JJ o^Vl J 
( _ s _Lp j^J c!JJLa j^vaj JU^j Sjj-JI l^tiljj Dt Jl 1*^ jjil^l J L^p 

Direct Mail : ^Lil jj ^Jl .5 

^^Jl jL£ ^U! ^ j! LIS l«J j^dl J^o tf JJI 

. JLnrtl ^j.jj oU^Ull ^jBj J*U J5^ o^Jll 

co^Ji oUlkJlj c4^J! oLlkU L^La sop SfLSLit a, ^Jl JL^ of ^ Ui' 

XjjJI o^/j jljjJ! jl ^Uil f Lu^l jt ou^Ji ijb^l oUoi-i 

.^dl Ob ^jj^j Jbjjl dUiS' ,5iJbt UaJu 

pLwL ij^-j ^ikj jl Jb^JL 6l y-1 a^U 

^U-jl Jl ^U^L 11^ ^ JUJ ^Jlkj IjUbj J,l ^Lpj 
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Ji-» iAJi ,^J>\jCj Jij .feiS (iJbjj jlf>- y _>> ^JLw jJl oJL* j>la>^l 

.Jb ^JL J^aj ^1 4J!Ap)II JsL ^| S/£J j! Oj UJ 4J^p^I JJL. ^1 oJlft 

Ot)UNl IJLi LJUl oljjdl dlJaJ ^ gjjS UJI 

.4JLSJ-I gull ollfl ^a* j! glai-l jj^k ^ jjj ^ Jl£jtf/I 

cfii^Jl 5jL fc )f oUaJ-l j jLJI e JJL, j *L-j* si JlI f lai^J .3 
. ii^^i jl v>LV^i L*uJ ^ Jli aS 1* ,1^1 JIp 
N aS UL Jp tfjUtAl W ^ y> al IjIB .4 

j! L ^ jlB ^JUS J J^U^Ij L^Jl i^lU ^L. 

.tfa*li* jl^J oLi!Ai 
Sales Promotion lJLj^XI dxtJUj /gdAH 5-11 

.vililS-JI U^UJI JLijJj >JLI J^ljJi gJI fljit 

im i^p o^>i ^ j^ijdi ji^u-ij jjJii > auUi aJ 

.Uk^JLI oLS"jllij i^ailj ^^L^JIj UUIj ail Jlj^^l f^jl 

dJS J-^d gpLjJ^l gj-- JJ^ ^LuAl gjjjJ 0^" Lb cyj 

<JU. ^ jil^oj j ^a^ 4j jS l*Xf~±\ cii>^l J gj-Jl ^Ulj J^ljJl 
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gjjjUl 

^Ul ^-jJ yS3\ j cr *hl\ y> SUi t J j~JI j UJtiJI s£j^JI Uildl 

CjLjL^JI J_tfl ol— ^jj j-j j_j J -..a. , J j ^^a^a^Cj ^31 A^jjjj 

^1 <-J* jJU* t^U! oL^jll <y Jtil £^J| y^j Ulj .A^j^Jl oU^j^lj 
V^kll ^IjL^I JaJa^Jlj ij^l jSUJl f J3J ^1 ^jjdl c^tfj 

j^jy fU^u-l y £>j .Jakkll ^jjOl £*UjJI JLtt JJ ^U^L obuil 
^ Jj^_>JJ ^jjJI Jjj^dl oNLS'j Jl oL^jll <y Jb^L! cJ coUuil 

1±>J* olj^t oiS Lkkfc i^ljU >1J ^ JU-I cJjJl J otf jJLlI f> s 

jl dh^A\ ^ ^ oUj^LIj ^J^JJ A ^jUI LJU j J> >J 

JS^j l*s±^A\ ^j^i- i^j Jij , (2 Vb)l 

J-ji>J u^j^J! ^Ik^^Jlj uiSO^Jil ^Lf ^p^tiJ iJ^j i^j S Jls 
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j-toj jJaii-l 4_U-^o tfsUci j^s J ^yv^JUl — -jil 

gijjJ JsL^jj o!>U>fLS' i^^>J»l <-c£jJ^I J^- <y (J" tsy-t 

jjSfeU SJl^l £Jk|i JbJLj j** ^ AjP ^ wiJi^JJ 

^ f^p uirj aIL^I > V^* tH ^ - 8 

.dilgJu^JJ 5JL? oLo pjjtf J^U 
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Cd?^' — ■ . 

[ Sjj j J^\ J-*£ Ljt ^U_£)l oj^k J wU- Sj^Iw. .10 

oU jjjSII gjjJ JiJ? if jbu*$l (j^aJst 

^Jl^ JU*</I 
Free Samples oU*)l gjjj .1 

Jl ciJUi ^pjj JL5 U oU*Ji 6 Ju aj^^ j j^jij j^l^Jil pibw *| jJLJI ^JLc- 

^ o* ^M' cJj2 <tf ^ s >> 

.c-iju)fl ^Jp l^j i^lil c-o^ll ^1 ^ J^U- ^ oL*JI gjja olS" ^J! ^ 

Copons :oli ^,^1 .2 
£L?J^ 0* ^ 1^ SiU j^l^oil J^ijj <.1*lA\ otf^Jl JJ ^ UL&aJ 

f U Ji iU^Jl olft f LU^-| g-yj -ijJjfll £^ ^uJ! ^ A>JL 

^ LgjU^ <L^j^ dUij 4-^^ I j, ISjJl J_J ^ 1895 

Sa^dl o Wl j o^jS jjJL 275 J* j^jj U e jjj ^ . (22) Jb 
3.1 Oh C j\JL> L* oU^/U c^uJlI ^jy cJlS' US' 
0- j-*t ob -(w^l ^ia^-L ^ jJL j| 3.6 j jij* on^i 

.aUJI jiJ J^JI oLUp J oUjjj^I 6 j^JLJ^j ^ 7.81 
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— .i ■ — — i i ■ m i jJa£. ^JiL>Jt aa^-^JI 

Sponsorship IAp> J\ .3 
gUJl j3j tLjj Ujy &LiJ oUJi ^tJi^bU otf yJi JLU j c^J\ 

LU j UUJI olSU^I ojjU oSj ^jJ UU>Nl SJjj-Al* Ifw-LHj 

iotf ^JLil 5j>j ^ jJlS oljLJl olSLJ oj 4 j^l LUwJlj OLJl 

(OjijLlI) ^^Jl oLjjU j <JU jJLIj ^1 oUjUj Uill oVU^Ij 

.oU-ljjJi jLwo j ap-LwJIj 

Exhibitions Jl^-lj u^jWI -4 

oL^UJJ ^jLu cu^Ji ^jU- JJU ^jUUi ^1 diUj .(vi 

^laI ajjUj^i ^jUii j** us <yj .u^^i uwibiij ^jjifc 

^^JJ ^jUl! j^MLI ^L^j Sllj^l ^^31 ^l^j J-5JI olJ^ 
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e-yj^i ■ 

6l jJlj J5^ Jlii c Lib ctf JA J llUjI cit dug V ^ydl J*b ^Jl 
oL^jj^ll jj c<iUS J jruS" 3 JJLj <uLi oL?jj*il ^IS" jlaUl, 
O^U^I j OU jJL3l j olkflJ.ll £-j> jj >LkLl Jl ^ ^ LgW JiJL> 
Cr - "* jJlj ^ J^l o jJi J J^U-I L ^JI J ^Lj ^1 \sX£}\ 

Gifts :L»!juII .5 

J-*^- U UU CjAja J3 j ^JLaJ j kJ? 4j3 j <3*>U> pIj IgJJa J>\ 

JLtfuJLI f Jj£ of J cAwa^ eOjli CjIS 4j>U <J j*J 6! JULjj j>A\ jt £jjJtl! 

.oUoiJlj ^> c^i ^JaSj ^SUJLI j Ji« iL> SJUJ 

Contests :oUjLJI .6 
J-Jj&Jl oljLp ^y> jj> ^ J_Ou oUJ.1 SjLjJ OiS^^JJ 

Discount :jU^I ,^-02 .7 
ULJI ^ sj^lj ix^j fjjjb Jjl. ci^UJl JLp ^^Udl IJu ^LS- ^ 

jl c^yL^. ULJl ^ ^jj&j] #JU>. j ^JLS? j! ^^aio. 

Offers ^j^l .8 

oUcdl sj^j i^jjfl ^jlJ! ^uJlj ijULJI ^jyJ! jt 
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— — — ^— ^— ^— ^— — — — — — j-ic SjjUJI S_i^>JI 

^US| yjUj liTifUt-l jl i-dJU villiuil iiywj 

Presentation ^ ^*JI .9 
p-^^-b Jj^-^r^ Jl U-*^ ci V* t^' ^W^l o^j^i j*r^ (J* 

i~tjJ£J> iia^ljj 4jj^Jl ^-ba J^b QjJLli lift pSj U UU-j AjcJaJl U|JL>«^I 
.SJbjJLl ol>^llj ^^Ulj S^p-^llj J-^jJ! Ol j . ^»f T.M< ol^ 

:Sweepstakes t^^vQjUl ol^p^ .10 

jSl j^- ^Jlp J j^JJ <py J ^LLg^JJ Itfy^. y>^l lift j ^! 

^^JLc Jj^ail LJLip-I j aL$~i iSjjiJi jU-J :>jd£j ^LA! o*1 ^ jJaJ 

Personal Selling ^ua^wtlillj-jal! 6-11 

jijj ^ Lii^i jy> if >iUj eM u« ^ <> ^ ^ 

juj^ ^JLk: U.L<lo o jbl LLp ^ .IfcU ^1 ^ Ui^ 
^ ^ viJ^J jW^ 1 j v^^b ^j^ 51 lK^ 1 c5y pJatfj 
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gjjjill , 

La j tj j-^Jlj iSj^^ ^JS |t-S V-^ 1 ^L^ 1 j^J^J 

l^L-* <j-^ rd ^ ^Jl tjj^ Uij 

Jjj^jJI SjbJ j^^vaJ^tJi £_J| ^ jjj dUJUi .oUJj l*J y 7.15 JJ 7.8 ^ £j| J3 

c> ^ t5lj-^l 

c>J t^liU UK* J*l*3l ^^^JtJl ^Jl JL^ Jbu (5 >•! L^U yj 

^^^a^Jl ^Jl Jp-| y» ot Jl b> SjLtVl jjji j .ouLy. iiiSS jbu -dJuiJj oUJl! 
Jl aaL^% faull oU^llj oUj^Lil j 05UI ^aJ| giil UL£ 

jyfej^ Jl *M^J! Uj_lp Jj</U ur *J*JJ\ gS\ oU^j iJLft 
oLw ^ ^1jJ| ^J! jifcu tf JUI ^J! ^ |Ju coUuil 

L* ^ ^UJi ^ UJL ul .oUjydl ^| ^ tfflj ^^>dU gJl jj 

J 1 J^ 31 Jl CjL ^ 1 jh^j^ v* 1 ^ y^j c>r J^u 
c^— 5 V-^j c^^^JLJI £JI .Ua^i jt U-U JUj-VI 
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ou> 2^^(5-11) J5JLJ1 j .h±J\ <3l ^ J^U ^ dUL^il Ifelj lJj^ ^1 



C^ 1 ckj ^V^j 










> 



V 



(5-11) JO 
JUp^fl oUk. J*b sr ^JLll gJI J** UJ» 
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^jjjUI - 

^Ji jt US' . (25) ^Jl LLp oJL^Jl! <p j^ji-l j\ s ydl) c^Lil ^itJl 

gjjdl ciJLJLil J-i ^ S^iLil Jlxi</| Vj ^ Js> ojJOJl y> ^^so^JtJl ^Ji 
<j Sj^r ^JLJ J^> & gLSVI J ,>rj Wji jUiu-l iJl&J Jl «UJ 
J^^LJ (jt ^^^JLll j-JI l\y o\i dUS JU- pLjj ^Jl jip ^jLiJl 

->Ut J ULdJ jftjjjil ^jidl ^ ^JL ^^^JiJI gjJI {jl .2 
jUC Jl JJH i^L! j j3 ^-Ut Jjh^Ij Ml^JL, ^LJJ ^^JJ 

JSi ^Ul ^ obU,)[| {?r ^| gJl f jt ^ .3 

Jh> ►IjiJI ^0 ^^Jl ^1 <JjUu: ^^^JtJl ^Jl JUj f ^ .4 

.^1 
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- j <*f. 4j.iL>JI SJjv^JI 

JjJj j! oJLJl oli-^>!^ j_Lc; ^1 oL* jLd! ^ ^^L-^l 

Jl i^U jej^J! J *k^/l Jit ,^^11 ^Jl .8 

^ t f Lp JS^h j Ukii ^ Ja^l Sbt ^lic ^ v^l S^JI .9 

: (26) JU! ^Jl >j S — .jll JJ ^ VIa^! ^ 

Commercial Sale ^jt^l .1 

SJU^i jUd £JI J ^Li ^\ <y II* ^ouj >%*U sUdl olw 

Guidance Sale ^Jl -2 
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Art Sale ^Jl ,3 
U j obuil o\>lj ^ ja> <aj^6\ oil! olJLfrLil o^UjJI Jbjj^ <j^rj 
oL?xiuJJ ol.l_u.lJ S j-iLo Dj^jj g--*-U 6 j-*^ l~* ^Jl JU-j 0 jSo 

Innovation Sale I^jlSiVl ^Jl .4 
^ jJ! j\ pWI "j^I j oUjl^I j ^LJU oJb dUi ^JUj 

.tJU 

U fr>^ fntl ^_i_jJI 3L*JLq-i t-iijU^. 7-11 
JSL-i j U-^jil old! J^l Jl| ^^Ml ^J! iUU J^jlj 

: (27) (6-ll) 
:Prospecting OsJBjll <^!>LwJl <y> d^Ji .1 

11^ ojA? .pI^JI J oJ>jj tfjji, ^ ^ .MuJl ^jfe, 
oML^I Oj-$S a*JJI ,^JI o^l p4%-l *| ^ ^L*JI ^ ^| 
^ <Jl*l tf> * 4 JJ| cj^Ji ijrf ^j, ^ ^ ^ ^ ^j, 
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Prospecting 

± 

Preparing 

^ 

Approaches 

± 

Presentation 

4; 

Objections 

± 

Closing 

± 

Follow up 

<r a^\ gJI iJL* J>V (6-11) JiCiJl 
259,^ jUp -iJjJdl jlJJI ^j^JI * 2002 jLU ^ * Jjjd tjXu.ll 

Preapproach alJLp)(lj 3*^11 .2 

J^j ^ ^ J5 4^1 ^ ^ 

s ;1 jU^ij j^i gJJi y ouu^vi ^ ouui j,Uj gJi 

t ULJ! Ul> iajLi^JLI JLSjUl JUaij ^lyLM (H^j^ Jj-Ul 
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WiJ^I — 

Approaching The Customers *}L*JIj JUaj^l .3 

Lift j t4_Hj|j^ OjJU jt Ai^wa 4ii Ijj: JL^Vl Ji US' tol jA oJLp jl oJIp-I joy 
S jUJj t^jUJil j»U^ft! ^UaiL^I pJLj cL_*4 tiJJLlI j gjUl teJ** *L\1> TjLJ 

Presentation :J-^JI JLp oJlJI ^ j* ,4 
^-r-tjf-j 4aLJL Oj-j^ 1 f S j\JS i^LII ol^jll oUJil jjii* 

uj-^J J^-iJ Ue>Jl ^bjj I AilSCJ S^JLai- oU ji^ oUJJ y jJL* pJLi 

Objections ,5 
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til JLpNI jl . JLp U jjS^j Lsta oJLA-I kUI j jv>w ^ J 
v^Jl yr iJLJld J j^dl jl cU ^ ^<M jtfl jjUl dUu oJUl «> ^1 >VI 

.Li.U I ^1 Otf li| ^1 >NI JjbU jt cc* >t 
Closing :aitfJl Jap .6 

Sjlaj dJUS fr* J-S'Uj jf ^-k" — j jt oJLJI ^Ij-Ji jjj jlj j jjjJl jt ^Jl ojjJ^ 
jL^t j ^1 *L$j)/ Ai^kll ot j jt 4j^j^> JliLit 

jt ^jjj^aJl ^yj oU: j^A\ J o A^P^JI oIa jt jt j^Jl £>^t 
l-j jJlJv* pLil Jj s ^i^o d) LJ >- oU o 

Follow Up :h»\A\ .7 

jJul- j»L*i*l ^ JuN Jj o^jjJl ^y *1 j-Ul yt 1>-1 ^J! LLs> ^3 ^ 
i JLxu-!>U Sjj^W- 0j£ ^ l^jjj **UI (vJ-J ^ 4jl <y aSUL ^Jl 
J_i& 4_,ubll oJLa JJU ol .**LJl oNUjc^L, jLcS oljyw? Jut U-U* f <utj 

Outil f AP Ob iS^U ^1 c> W-fc J*=~* H 

jJI UU^Jl" ojL>di o^Lil ^ jjtf J Wy 1 ^ J 1 ^ 11 J^J 

^ ipQI ^JlJI S3 ^ UiJI f apj cUij^JI aJL^JI J cr' 1 -'^ 1 ^* ^ c 
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£J3jDI ■ 

Selling Management Personal t 0 t^iW 5jbj 8-11 

: (2 Ifr-^uJ 
Recruitment ejLfe^dl .1 

JM^- ^ dUi j c*U^I u^Ul Oh~J jLj^I J 5 ^ Jirj 

^ jJLJl ^-b^ ^JUI £$LU UJ^ oli^l jjji j Oy^UI ^ oU-L^I jjj^ 

UUI UiJlj J^JI ^1* s^iGl iJUaJi L^o j o^UjJlI .ju> ^ oU>JI 
olii^Jl ^1 ^UUI ^Ulj c^^l J* ^Ul Jp SjjiaJlj ^JdL 
oMilj 4jUjj J^l ^ Jj> ^jlpLj ^Jl ot>U jil j t z*U& L*Jl 

Sources of Salesmen :^J| JL>- j ^ Jj^^J-l j^Uw .2 

V^JI ol^U j^kr j^jl (i y-Sl ^1 j ^Jl JU-j J^U ^ dUSj 
L ^ jl ttfyJ! jJU ^ (J OS ^UafcJ JSUll v U^i ,Ltu-|j 

r 1 ^ otfyAJ i_JL v-aS^JIj io^il ^Uil <y li* jj^u, 

oj^ c^K ^ ol5>J! ^ u vJp ^ oL~U-l 

0 J-* ur^> op JhJlj f >JI &>La jl*, aS^p IA j| 5oUJ| f t ^Lf 
u^L* J_^Jl ilyft^j Jisai Jjbcu-^ll ^jJj Wsf- ^j5o oL_ jXl 
f^l J»U-j ^ J J^^^L^ J^i ^ U5 
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.— , j^Lc iujL>Ji Sjj-jJ! 

Selection : jL^-Vi .3 
J^c]\j jl^>-S\ fj^-^l £~j>y, £-^1 ojl^J j* jAi |%jJLiJl oLUs J^lSo Jju 

w^jJi o^Uiil jJuut ^JLi^l L_aii£ ^JlJI jL^-N1 jlw> J=rt <y 

Sales Size I y pj>o- jjJLfc .4 

.^Jl J^-j oj^j Ot gghlMO tfJUl U ^ J^U ^ ^1 ^ V iuj^l ^Ji 
Sales Plan and Strategy l^JI ^J>j .5 
.oL*~il Sjb[ Lr JLp jJij U 1Ju»j ^Up J L-L-t ciLu^l JujJ- 
OJl-UJIj S»fl J-JL, ^JJl J£JI ^^Ul JLp OJtl >\j> a U^j ikM f Oij 

Organizing Sales Mission .'U^iU ^ Ui) oj^UI J^Ji S y .6 

LhpLI o-^ 0^ ^l^J .ol^</l SJS l^bl ^1 aJ^I cV 

j] cLJI >L! cJJb^ J W 1 ' 6 ^ o J^jk urfJ-^ ^ 
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&?JJ^I . . 

Implementing Sale Plan :^JI JL& .7 

0~~*^\ lil ol Jy 1 (jwcJl 4Ju_*J JjNj .p_AOj^>- ^ o^Lp Uojjaj ^ g -Aij^jj 

OjxJIj J^_*JI JjWj oy^ 1 ^1 -^j-M ^j 1 ^ 5 j^1 J ^jyi' iJUjJl 

Evaluation and Controlling >1 <u fr) | aJLp .8 

j-Ji oLL^u oyyu ^\ oJ& jL\ >\A ^Ju ^ j ^ 

.iljLJi ^js oUJi < ,bbU ^jtJi 

Tranning l^jJI .9 
DUi ^J| J^JL f UsU ol^ c^J jL^n/I io^Uj ^ j| 

.gJi Ju-J i^di ^ i^iii ogi 
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Compensating Salesmen :^Ji J»-j JbJL£ .10 

J_*-p c$ _1p o jJiU jlou Ipii 4ij^l? j ^J! JU-j olil5^ ^jJLa? o\ 

Intelligent >tfJUI .1 

^Jp oJUall oljjJI .^1 JU-j J ^JJI J u Jl 

Knowledge :<j .2 
L-^II ouJJI ^ Uj gJl J*-j VJ^' (4^1 C/J jl^ 

^ oL>wil Ja^ OLJl OuJaj JaJjJj J 1 ^^ 1 ^ J <V^J 

Conversation lAj^lil oljtp .3 

jLj^-I J ojji ^ J-^l ^ s^ 1 ^ 1 c^ 1 ckj 

f U^Vl Ujj cojl^l ^ jwdJ v^Uii v >^ j^-lj 'V-Ul oW53l 

Knowing Reactions JWt *J>J ^ «J/*J1 .4 

ih^^fl ^jJaj o^Lo^Jl JUiil ^ <-^J c> 
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S^jOJI ■ 

Planning Skills : JaJaidi oljl^ .5 

d)I OJbljJ UK L$j J^ju jJl Uill j y>^Ul i^-jJ Colj Ll£j 

Jl ^-UL! colj UKj c<lJ* ^iLi! <Jl^i)/l Ji LI*, io^ Uak£ gj| 

Jj Oij- 5 ^' f J JJUaJlj aJU^/Ij ;5JL^i! ^ jpu^-- j J^aJi 

J c^WI jjl^Jlj cJj^jJI ^jJ c LJjNl jI^j <ui; J 4dJ ^Jb U rtUil f ^p 

.iJ^il <3LJJij (>^l J v-k^l j 3 j5 j <iLUij J^xJI 5jSj 

:Compensating Salesmen (30) ^I^JiLa^iu^ 2-8-11 
Ji-, ^ f-t*^ jl! ^LLS J,| ^ ^| ^jjl, sUlSO. ^c*J 

J o^ljj Uujj o^JL ^^JJI cJj 015- lijj 
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^1 ^jt. sLs&ll £_J:> J ^U^l U tfJUJJ ^LkJI olJUbt jJ>ci i*3%> 
J>-jJI oh 1 jjj^h gJsWl ^>w3 ^ col) ^ JiLi J ^J^ll ^ju 

Straight Salary :c^Wl i_J>l 0> .1 
^jJuJl j! i-JiiJL! L~Jl *l UjU ^ aJbu c-jWI i^Jjli jl^ 

Salesmen :^JI <^j^ .t 
Organization :3Ufc*«JJ 4*~Jl 

.gJl ^jsO dJj ^ jtfl ilij a^jU • 
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gjj^ai 

JxJai j £-Ji ^jJUU p-Jio" J tillaJ JLp £*Jail J^-Oj* ol&4 • 

iCommission *J j^jJI .2 
J_>o Jaj^j ^ l^ij t Uu! J>JI JS\ y> A^jbil oJla joj 
jJa; ot f> «iil ^ Jtilj [4X4 ^\ ^JbJL JaJ^ UJj icv» iSM ^ 

j^j^ slil&l ot j-- JbtAi ^ ^ ^1 ^UU ^ ^ 

Salesman :^J1 ^jjJ - 1 
^ O^j ^ J^! J SljUil 4jL jii ^ ^ 0 ^ll\ 
6h j-Mil cbU^I j jS\ hrjjj ^oio ^ • 
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Organization :kJauU aL-JL .2 
. >Uo ja^ p*l\ J^JI <^ cJ^JI j& yjJ • 

j 4_JU *Lp1 3L«.fc.ti J-^J N ^bij-i^l j oUJJ ^yii^: Uoip • 
UIp 4-J yljja N olUL cJjJl Ii* o1 j 2L>1>- gJI stilC 

ULa ^LjI J^flij -lij*-! **=r isv*^ p-fr^J^ 

oUirJ I^pj^- i*UJ <JK!I jl ^i^l <JU- Jj ^J^JI 

tfj^l ^ jl^Ij Ojj^ jl SJjJ*- UL ^ J U*Ul« 

Salary Plus Commission :aJ j**3Ij c-jliJI t^Jjll <h)s> .3 

J ;l*A> oAj-W 1 cr* J ^ns-J 11 vj^» *L5l J 1 ^ 1 «y 

aJL>* Li SiUj .L^ ^-JLI oLkll ^ JjL£ l>1 LaL»1> ^ S^U^Vl 
vj ju> aJL^I f j^J! J^jJI ^ c^ 1 ^ j J^- ^ ^i^ 1 °^ 4 
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V j £-Jl <u ^yi^j jS l-JJI c^uJjl jJi c<J j^aJI L^jj ^jUILj jail 
L~J c^-o^l jJ cUj^Jl ^JJ. ^1 aJUJI oUJJ jJUi) 0J^& 

Motivational Incentives Jl .4 

^jj^ ^Lj^I j :>bJJ l^lk ^jj <J Jl oUkil ^ ^! 

J_ju oiLJi ^J> oUl&» jtU ^ <) SxbM iouJl 4^L| jjU^j ^t* 

JjH L* LJJI ^ aJ vs^JLjJ! stiisll J >l >l f t& r </l ^ Llj 
otalSlI v Lo>.l <Jl^ J i^U- Ukil J^b j Ojbdl ^jj jJU- • 

*V 'c«Ji ^> J JJi ^ oIa j*j . 

hy^ <^ ^ J^i J ^ jig ^ y^ji ^ ^ 
J-U J j^J; c^Uil uJjl ^U]j ^ ^53) JU ^ 

U (fill ^ jt JS^ UluU ^n/I ^ J oLUl jjj > 
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Fallow up and Evaluation >.£jlJ\ J^j ^wa^^LLa 3-8-11 
^^-U 4— £j .oUJJ o& y> *bl SjbJ jJlp oUJLI Jjji SjbJ 

^JaJUj tol— x*J.I j-jy ^ j^r ^jujl>- l-ojJJ jj jjjiaj ^jjjJU-U 
. jSijJL-l ^ U^j oUISII oljljjtf LjL*. L-U pb^l! ^Jtf o& v£ 

0 jt p §jt i<uL*_«*tf CjLw otA^— ~< ^jjU iJl 0 jils j! <w^j 

^ ^aJ yl b\ JbV igJl *b1 iufcdj cLiioS- oUJ.1 J^r ,b1 

J^uU J£JL, £-JI JWj ,bt ^ Sjodl oU oUUI SIS' oUJ.! 
. J^lfif ^ (HpljWH g^f J .s^ ^ ^ JS" oijWi J^- 

tLa^j a f - Ju^\ jJl LgjyJ jjJI o Li 153,! iJL-p i-^b; oL_^lil cJLa jt j 
oUuii ajjULU UUiJ! oLxJ! jl dii^-o JiO ^JUl ^ fjil ^uj 
J_sa UKJI i^j^j ojJLI Oi^Ul "oj^UJ! p! yJI yljl iapj tSjjill 

Public Relation 9-11 

ol jJjJI j ^i^Ji J>U- ^ a — .>JJ SjjJLI Sj^I jl^V SUJI JsJjJ 
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— 

oL5| y JSLLj jruLdl w-^ 4_>jbi oi^t iLa j 

jrjJJl J_Jj pL.,^ 1 j»LaJI ^ ju*y tiiiJb>*ll lJI <jU f-lj^llj ljuI ^il ^jLJj 

ljL_J iiUAj t jjj^. JiLtj oUJi gpjj O^Vlj (j^N^-iJI gJl ^jIjt ^ 
M JLJi r Wi t JL.UI oUMJb L^oU^I jt 5jb)fl oUJl f Jip 

oUJJa^2_L j»Lp J5Ll_j L^JLp J_iuj U oLLyJ j j^- j ^jlp J[ 

oUt>UU sj_i,j 4_.U Lily. iiUfc 1^1 j jwp! j JiL^ L^jJL! i*UJl 

dUI^j cj^-l ^JUo £. JiLo" ^| 4 — -jii <kjiJt j oLL S^^il U^JI 

(32) 

o.U> nSjM U jt j] L^, j\ j\ is-t^, h\ * f >" ^JJI 
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—————— j aj^L>JI 3jl>-jJI 

l-Jy 1976 ^j^JU a-ajS t^JUl Jij^JI iiJJS oU./dl J^M ^ j 

4J jJj JUa-Jl hjJa*- ^^-^t J JLpLvJ Sj^dT <jjb| ^ oU)l oU^UJI" 

t^tjJlj JlaJ Ot j Sjb)!l jlpLJj vLUaiJI j o^ASLtll s jbj JU> dUJ^ 

jj-^oi-i jJl^* 4_^ai 4_^UJ! SjbNl aJj>^- j ^ j i<d l_^i~Jj ^ UJI 

oL*l£Nl £-Sjj J 5JIpL~JJ ^5Lo ^jJl^ j.lkS' j»Jl2 j i<la5j L5 iJ S jb^l JIpLjj 



J^L^- jLo^l oL.la:< ^ JL_£ Jis ioU <jv>Ul* J,[ jlZj oUj^aiI! sift jj 
Jl 3U*)!L ^ iBJU-JI ^ (tiUllj tf>UJl cH> u-l-J l> o^J 

J : .,^-aj" 0j3 SJl^ CjLpUiaJ y Ifilj J[ ^yt^o lJJJ* ij^-j <y 

L^jUjj. l ^1p ^L^J JSlJLj ^^SOc; aaJoj X jl]} l^r Ijj^p .6 
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\ 







V 



UjllJSL.jM 

















4* j-Ul JjL- _^ 



(7-11) 

cuinAJI J** UJ> 
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.tf ytJJ iU^-l oUJI obj 

tA_J[ F-LoMli ^rfjiaJJ ^J^l J>-l^ iL»Wl (ijiJl J 

,l«i>- J ^ LAI j ^ Jj> J^JI dUi5j 

J_i ^ull v^p ivoS jJ^ji t^jjiij ^Jl JL>-j ^U- j^j JUUJ1 oli^UJl .13 

U*Jl olSMOl J^UJp £^(7-11)^ 
Communication :<UbJI ljLSMjJI 4 3u,iVm..U JL-a3tfl J5Uij 1-9-11 
jj IgjfU^ JLi^" <y Ig^SCf JUajI JsL-j 4^.bJi 

8>i j^s ^ ^y^ij usJU-ij u^>i ou*Jij f uii j-H *j.i 

S^JUo ojO-I iaUii oU^UIi J5Uj iJ^ O^J 

:^j(8-ll) 



(8-11) pij JSU 
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^jUI . 

Publicity UpjJI .1 

jfJ-l JSLi ajIpjJI Jbs-b U s^Ipj <*Ll*. UMI gia; N j JLaJb^l f!*p>f! JjUj 

4~L^ jt SiU <j>i ^JaJL ilbb j . j^UVl iplwaJ ^jJUt Jjt L>- C^tf J, 
jl y i-^U^-l ^Ij^ J ^jb ^JUl ^Lk-i^ll JJ SJUsLl ajUjJI ^L^l 

f *>)ll J5L-J ^ ot v£ sju^- Sj^pJ y^- Jlp J^>JJ .tfytJU Jill 

il^-l lij dUS Ja^ ^ vfKJL^ Ley o\ 3II dL-^! ISp 

.dJS jj^w dUt ^| ^ jlp- gsli ol jUhJl JjU >T <J> 

ci- 11 ^ ^1 ^ oU>dl jyll y u*2 fit ^ ^Jl JUljsLI 
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: Advertising 1 -2 
J\ 4_p13J j! ytJ jlj^S JM^ ^ ci^ydl LiijjJ^ 

J-S" ol>tii« j^- aJL^jIj jj^i-l U^j olL^I jllj Mjll ^y-i J LpI 

Information f^)M .3 

^l^i ^ip jpUij oUji ^ ^ 

oU^Jl J^rj i>1 f ^U>l JSL.J g J*Udl ^ (|JI J^l ^JJI Jjli 

Personal Communication : w^JI oNUa»V1 A 
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Visual Communization o^/LaJVl .5 
Jj-J 0~*J tj^ljj ^ J^-i ij^Jill ^^1 ^ LJJ^il o>Jl JJ ^ 

Exhibition '.^ jldl .6 
^ jUdl jUbu 1* ill ^UiVI ^ ^ .U*Jl oUtWl J Uut L^lJ^I 

J^» oil^i oljJst £-* *LiUI cJii l^j't jll oJU Sj^ j J tfjLill 

Printed Commination :<*jJall JsL-jJI .7 

j-Mjll x^l JJU oU jjtll JU j l^lo^l ^ iAJb£ JKjtf dU 

uyw Oli ^Ut oUIl olS^Uil J Ujji ^a^Jj jj| j 

Vj-lWl J^ill jt ^1 ^Jl, ^ ol >t j ^U^t Jl LLUjI ^ 

.UjjPj JuJbjJl oLLUil 4oL^j| Ju JUajJ iJ^iJlI 
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jJlc 4_i jL>JI 3_l> jJ I 



Summary 

<-£jJ^ (IMC) gyjdlj <U15^1 JLi^dl oVUJVl fUaj JSLSj 

J_-l y> iiLifcj .^Lji| JU2-JI ^-Ue- ^ ^ jkjj cAij^ M*r j^i 0^ 

C(ij— Jl OcJ? J_to 4_Jalll J^b LgJL^P kwk JJL^ jJl ^Jjlll gljll J Syj-a 
.Ukil Jstb £ jjOJ <^Ui| ajljU IjjaS-lj coUJ.1 ^ j coJiSUl 

LrMa ^JtJl ^J> JLxJVl a_j1 ^JLp d*-*y\ ^4-1 ^ 

L- f ^uyL JU^jj US' .UbUl J 51 - j>l it* *&»\ Cs* cf^ 

LiUiJI j^J j JUai cUUSj tCJ^I jt oU jJw jt jlil; 

d^y\ UL«*j caJI >+l <>hil ^ <y 'eJjdl ^ ^ 
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£Jfcpl 

4_JU^ J oLx*i! jJz> e^JL^^I ^IS* <ot oUJJ £U> uJjjaj <^5oc^ 
U A^iS coUUil tUjuLl (.AjjUdl ^jUll c^LpJI ;IJ^I ^U-xJI 

^L-J^l J-fc£ jl ^XjC L^^_Ji j\ J^Ji *l jJtJl LUju aJUju 4pU[j dU^xJs! 

j-Jl J^LJj ^jLioVl ^1 ^Lij^l ^Jlj c^jUdl 

■ <J j^JI CoWl vJ>i <i> J ;C->Wl 1^1 

(j-^b J Jj>LJ Ajjbl UJpj l^jl JLa ^Uil oli^UJl uijyC ^ 1 j^l j 

.UklL Akil .J^l ^ ^1 dlJij J>f JL| i,jb^ f UJI ^1 
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(JCG) ^L j^jVi OiUUI 2Ut>*^v4 : J 4ib- 

Case Study 

oljUL^I j aJjj^J oUjb>- ^jjl5j oLUi 1 999 j»U c-^-b i^j^l SjU^ii j 
oUfbJl J^Jt ,:l j OjU>dl jJl j Jij^J! J SO-Ji Jl olsyJl ^ Dj^J ^ 

.iJjjJ! j Uil otfyJ! JJij jjdl j lo*^ j UJxdl *^LJI jlr^l ^1 j 

JL? J Ujjj LU oJLSl L -jli (JCG) iJj j^fl Ojbdl 6 j£ dl 

JL*JI ^jUI ol* yJl JJij vojjdij oUjjJ(j oljU^Nlj JjjJI 

jUljUlI d^sci visit j£ j^u- W5i ajUJi auj o-^" 

jL^ fLj JM^- ^ ^jjJ-I j«a*}\ oUku ^ J^2>d J-Aiilj Jj^/I 

^jj yjjs LjjUJ ob >w oJix>U Ji^j UaS f b 5p ^jtl gkuJ «wa5 .1 

^(IJjjJlj ail Siljl) VIjl*! J h> yJ\ jlpUj ^j^i 
J^ljI ^jb Ui oUjd-l f JL£ *S>S l^t ui^J (JCG) L>jjj*i\ 6jLcJl .2 
J^il IS ^JJl el* oldft! JJ>J VU^-1 J 11 ^J^ 1 ci 5 ^ 1 

-418- 



jkjS Kincaid ju^5 -t 



o^U^J JLSi^l JLuJLl -a 

i4-*isp ubji f jiUj j^y- ^ ou>wj jsu>. ,y j±j u .3 
^UaMij ^La^i us, auaii _^ juuj (cj jui out 

:o^U;^J f UJl gj^Ji .4 
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jj tiujl ja JLp ^ ^ji 5w^i jju jM ^ j*u .6 

:ocJI j^j^US' Sal} J jlpLj 
ji3i ^Jl -v (f^j)ll c* 11 ~ l 

: J^i3 ^^,^1 £J!*JL* J>V .10 
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t .1 

t .2 

t .7 
I .8 

UisJl Xte i kU! ^ y> oL*</l .10 
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Electronic Marketing and Electronic Commerce 

(www) VjdJI 3L3^S1*JI ^SLuill 



a^jia?! ^jjSM JJ^UI 

E-Marketing & E-commerce 

Introduction a^o^ll 

oVUjNI SjjJL ^iU J£i, UUj ItLSjl ciJji jjlj ^IbJl J l^il aJUj^I 

^ OjJ<_^ 4_P y^. j_A CJ JU)/! ^L-t <j^3 diii JU- ^ j» Jilllj 

j^lj . ^>-I jji t jyc« jAj jl jjyco jlSCL 0<JLj j»^L ^iJ! J JILLS' 4lJC*J 

oU jLdl JhjIs ^ LfSjj^jj L^j olo ^ ajjJ U jt J 
J^j-kll ^L^U ^1 JU ^ -ul IS (cJ JCVD ^1 

Internet (cu l) ^bu^uJI oU^i*!! asl^ ^ U 1-12 

JjLJj J_^l j^di oLJiilj j>l Jaj^ aJL-j l^j >L i;li! pUa^ ^ki! 

lA* iSj^- ^Jl oijL^JI J^^ ^ UUb iijLiil J cJ J^NI 

. (I) CJJU>I ^ OJ^^II ^N/| J^JLiil ^ ^b* 
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JUL p-fcj f jj| J <pL ifij^Pj Js> ^ yy^S 2 y^A l^oJ 

(WWW) World Wide Web aJjJl U^Ji tfLJI ^ U 

Ipj^t & djfej cJJ^)/l Jp J^u jilbj ^ ojU ^ 
^ JjU ^ {j_a o j (hypertext Mark up language) aJ-I ^y> y^A 

:World Wide Web. (www) "uupi" a-dUll ^^1*11 as^SJI 2-12 

jpu^j SfW j ^ cJ oUUl/oU^Ul JiU J*£ fl& <y> 

a£jJI 0^ dJUJJ jf j^JI i^(WWW) 0L0 ^Ul| jl olwU oL> ^ 

L^l ^ip c— 5 y> B[ <>^aJi JJ J ^3 ^Ji dL&j Lr A^-\ j^jJl J h 

j\ ^1 Jp c-W/a-^flr ^Juj - (2) U Ar*' Ji J ^ 

^ ^JJI .Jb» c^l Jj J* jJI JbJl >U#I oJla ^1 J^lj iiUiJlj v-LJIj 
U»j_jd1 j OjUJI o^UUJl oJLft £j£ till! ^1 ^ O^jll VrJJ 

(3) ?cJ JG)II jjp dills' Jj-J ol ^ O^j JjJ^)>i Jy-dJ yU-l 
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^LujjaSJVI SjUJJI f3&L*3 ijual* 1-2-12 
The Nature and Meaning of E - Commerce 

. (4) Oo^JI j ipli-l <IUJI a>*J SJbJii-l V^JI ^ cJK 

£-Jl oLJL* L5 Jlp Electronic Commerce <Jjj£JNl SjUdl J ..^;2; 

\-&>cj6 jJl JliNl jl SI .l^JJ oU JUL I pI Jij £a oLUo J^JU c-^w?l j^p- 
o| .JJ-I IJL> a.^ LiSJ V *l J^llj oL^jl! j otf yJl f Ul o j^J>!l 5jl>dl 
L*Lp J i-JjJ^l f lwU^I JL>- jlip Ljuj H aJjJ^JNI SjUJI 

Jl L*jjU* gu oLj^jj U-fd l-j M ^ tJI 

l?I - Jlj-^ll i-lj^j V^Jlj oLLol JU jLc; oU jUll *l ^rjj oL. Jbdl 

^ ;iJ^ iJjjJl cJLo U5 -oi^J! djdl ^ oL^I ^lk. l^. J^IJI 
tffl Jh* L- ^ LJj^Jl ojOJI sjlpUII S>L~- Jl UJUI l^Ul! f 

gJl oL^-jli J dUli'j .(Digital money) Ui jl ^ J\ 3 ^iJU 

^cJJu^l J liU 

jL^U y.j (URL) Ul^ cJ^>fl *SLi Web ^ Jii 
^>-^ Jl J>pjJJ olj^J! I1& ^ ^ ti^ Uniform Resource Locator 
c-*-£ 4JU-I *i& Jj .^uw uiL jl (Web site) ^ £y> j] (Web page) 

us-d^ll ol^L* Jl oU>b iiJb^JI otf >SJ| oNT ol^j oUji« 
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J (E - mail) VJjj&J)ll JL^I" *-^jJ&\ oLL^- p^jj OsSjLill 
Ulll oL jsil oLJU^)ll (jr Lj (jJi 3 ^JJ dUUI Jl BUI 

.L*j*J < «-iJjX3lj Jjj^JI j*Ua-*j ^J^^i ji| <J^L£>J f-fr-^H 

^ J^Jlj ^1 jU-J l-Jjjj jlUJl jUt fc^d cJ f U^iJ ciLSCcj 

JLp £>U^1j uwa^it ^ Ush. j Jill £P J>\ tjAfJtj uJLiil 

. (5) cJ ^ i^UU dcX <ky* ^kuJj SJbJi-l 
:Historical Development of E - Commerce o*j Sjl»«JJ ^ £p\j 

dj^i\ O- 4 ^^r^l JSljl J ^ jJ^V' s jW^l ^ ^ 

(EFT) ;4_jJLaJ1 JljH-bU LJ jJ^JNl o^^dl j o%L*Al jJaJ U ^il 

olS" ytJl J^Jaxll IJL-fc jjL^j (I <>£5j Electronic Fund transfers 

JUaJ j i^JUl j (EDI) Electronic Data Interchanging oUUJ Jjjtf^l 

(jy CUg < Jl 4_JU ol^^-Jij oL_^j^ y ijjdl oJLfe J i^UJ ol£ j^Ji aLoj! 
uL-^l <yj cJ Ju^l JLp *l j-ij V^* ' >J ^ j*£JI cf^^J 

jjU 5juj! jJlp bU^pl l^S- iJjj 

.^yj^l /^JUfaJll /^U^^ll /jlji^.l 

.UJ1 ^LJ! .2 
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t cMJti f Lit 

:What is E - Commerce V jJ^J)" 5 jM< ^ L. 

JiLjj ^L^l jjL^j U-jJ J-j oVyi <y L-j ^lytJlj ^Jl ll^o 

^ ^l* U^hj l^l (OCDE) Udl j tpU^I OjWi Uiu jlSj 
J-5;j U-U* jui^ J\j obilj M y^i JJ ^ ft ^1 ^Udl o^Ull" l«Jl 

World Trade Organization (WTO) UUI Sjl>Jl iJiu aJ\ c-*aS U y> ^^ill 

oL»>JJ ^jj&J)/! JiUij bjtyMlj ^UJIj o>Wi Jt- t^ljilj c/tfUttl 
.(World Wide Web) www <^J|) ^ cJ j^lj Jb ^Jij 
^ oU^Ullj oUjuLIj oL^dl JjLj jl *l jjJl j ^Ji j^JLj jjj^ ^ ^ 

o^Lj, cJJutf! j^p flk ^ 4Jj^J>ll 3 jUd! j 

■t^y ol^l oLL-p j ol» jLdlj 
^^)" s jWI J^-l ,y jk ol^. j Sop dJUU b\ S\ 
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„ jJkC ixjLUl 3 JL^^J I 

J-**" J - ^ ilr^ 4-J&J1 J-Jaj" aJLup ^fi 4jjl>tjJI JLj^! jJaj <Lp-j ^yj • 

.<UjA-l JLm2j[ ^j-wJ JlP J-*-*Jlj 

L^l* JLk^J £>| C&L Jj)\ ^ J^J Will «>• JbJbJl 4jjj&!)ll f ^ 

£ 1* LSill j^jjuj SjUdl >.>J V-U joo cJ^Nl 

.5J jjJl jLJ! J^U v^Sj 

^Jlp ^UmJI ^Li J LffUa^j l^Uu^ U ^ 

aJuk yjj l_e £~JI J L»ji 263 j j» jJl J ^j^j 

ob ^Lj^l i jjJ ^ dUi Jl oU>U cJi3)ll c> VJJ^^I 
(E - market) UJjJ^JNi UJ? j! :JL^i-lj cJ^JI .4 
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JUStAll £J_il UaJt ^ SJUl5^l olSUaJl JJ uU>)!l Jb- jij C-JI Jl 

. (E-money) VjJ^V 1 4 ^ j' A ™ f 1^-1 
oLJil ^^i^ f jJS iJjjtfJyi SjUr^Jl ol : JaUl ill* ^^J* .5 

^LJI c-i J^V! ^ oK ^JLJI ^ *b>JI Jb- ji : jUv-^l Jfe .6 

♦ |H5^j V^Sj J-**' oUjL>- ^i^j 

ol^dl > JIL>J Jl ^1 ^^I^V^ Jl^l 
J-Ji: Jl ^ Ur ^^J| J ^L^l ,Lwtj ^1 oLU^ ^jb JLb* 
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: (9) Activities of E - commerce iJjjt£i)/l 3 jl>dl olkLU 

^Business To otf jJLJI JJ otf ^JUI ^ i_J jj£J> I SjL^dl (1 

Bnsiness) 

otf jJJI L. .1 ^JJI ^ gJI U** ^ j (B2B) ^H, I jU^I yi jLLu 

:Business To - Consumer dULfiuJU tfytJI ^ iJ j j^ 1 "'J 1 ^ 1 (2 

otf ^1 ^ oLoJlil j jJUl ^ y>j .(B2C) y I jU^I IfcJj jUjj 
tf^Ji v*LS3 ^ Jit* - cfJUL^JLl &>>dl ^ J^U <y l^buj u^O^JJ 
.fclil |Juh ^ j^u dil^JLi <^£)l g>j AMAZON. Com 

(Consumer - To - dU+v^U ifttj&JJ ^ ^jjS^I O 1 -^ 1 (3 

'.Consumer) 

S^U Sj^« ^ dllfJll (C 2 C) y ^ IjUx^l jliy 

.Ebay JJU cJ j3>l ,> obljl! dUU 
(Consumer - To - iS^^ili^ 

•.Business) 

Ojhh^ o*JU1 >\ J% ^U^rtll (C2B) j-jlli IjU^I jL^j 

( ... *tk^JI Jii ol^ytiJ oUJb^ j\ ol^u 

:Non Profit E - Commerce jf h^A (5 

l^J\ jJ> otf^LJl ^ jjSJ3l Jui ^ (Non - B EC) L«Ji jL^j 
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^jjisjyisjujjij^jjjisjyi — — — 

<-aJb^-j 4. — w. t jil ojbj jwjd jl 4 wjil ojbj cjlJlSu < j^-i>- Jj>-I Jyj Ajj^-lj 

:(Within Business) oL^jil <j« I* ^jJ&T SjWI (6 
aJL^UI oU?LlJ! ^jr? ^A* J^JLJj Intra - Organization -_j L$JJ jLLjj 

Jl u^> j-N Jl ^ j^Jl obw oll?LtJl el* jcIj .oU jJUll jt oUxil 

^LujjIilVI 3;L>^i 4_ oLui^t jru U ljLo^UI <Ul*u1 3-12 
E - Commerce and Business Information systems 

oL_jll oh L. oL.>ll 4_Jii! J!>U .(jiflfJI j jjll j tfyJl J^xl 
oU jUIl J^lJ .ijjj^l 4jjUdl c/>UUll OjJ^il j 4pLJ| 

LJj^Jl JJLSjIIj >| r l^^l ^ ^ ^ oVUJl olO J^U <y 

.oLUJI oJU cJj^l f y> <#! .1^1 jttj i^U oVUI ol£~i 

: (10) oU-jil ^ U >dl g| 
Types of Business Information Systems: 

A* gjJl 'j-aj Electronic Data Interchange (EDI) oUUJ Jjj£^\ d^' - 1 
Value-Added d^Jl olSLi ^ i>T Sjj^ olT^JU ol^jJiJi JU:I 

.Network 

^ L^T 3 JJHaH ol^JLiJ otf ^Jl JU1 yi? ^Ij Extranet UUVl .2 
.Electronic Funds Transfer Jl ^bO ^jj&jyi Jj^JI .3 
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JiL^-^Jl jL^j| ^-JL^p j*j : Integrated Commutation J^licll J^l jsJI .4 

SJjall jLdl Ifcij :Sharing Data Base U*-Lfcll cjUUI jlp! y .5 
.5jL>cJl J ^jULlI lJI jAA £jf; J_J ^ iJUJU aLU oUUl J 

oUUI JL- f j}Ul cJ^II ^ JJLiJI ^ p -LiJi IJub <y ^J^Sj 

oliwLJl ^ j-£ io^Ul! j ^?JlI U>j^a otiLJ! jSu lij ULii^l j 

^ U» 0jL>d( j^fej .'Supply Chain Management JUjjJl 5JLJL. Sjbl .6 
3 jJLl ojbjj t_JLkJL j-jdl JLf J L$Jlf^ j l^o j^j oiS" ^jJl 

.£^LvaJt> ^U-«Jlj £5L<aJl ^t-i (Jij 

^ujjjISJVI SjUOU W*J1 fouMI 4-12 

The Scientific Nature of E - Commerce 

Lgj^U jj_kf eJlj U LgJ^ tJUJbf JLf J OjJl>- ^JLp ojj^JNl SjUdl jv>; 
SJJL^JlI pJUJI ^/uu LJ -U JL^jJ ^Jjj^JN! s jUJI j! ^1 ^1 .AjjkHj lJUJI 

tfyUI SjU J C UJI c bU jp dii^il iSjJu. il^Uj Ui3 .3 

>ti y-1 w>I <J tij^AI Ail US' dU^JJ 

j ij^r JL^fc um ouuiij o^ui ai 
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J* iSj* J?^ tfyll 4Jjj&J)M s jM J* :aU*VI ^ .5 

SjL>dl Sjbjj JUxl^-I ^ J j>J.! r ._5Jl j-ft j :oU jJUll Uait s jbj .6 

. JLijJlj JaJaAlil 5JaJI J[ fcU^L 

uUU. tf-H £ ^Jl oUL*JI :<i;UJI oLUJU ^ ^1 jjjdl j .7 

.s jb^l ^Jlp j sxjb- oL^; iJLt^l j jjjia; 

: Trends of E~ Commerce Ujji£J)fl j>5 ^-IjJ ^1 oLj^JI 
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J*JL IJl?- <yr jJ j^SoJi jjkJl jUxjj ,j^uailj £3JlH CjLUaj iSLdll 

^U-j5VI j y>>dl J^LJ> oLJU^ r Li^ ^ J^l 

UJ oJL^vu Lc jjdl u^wail v^o Ail .<J jj£J^I 3 jUdi) iJ jJL- J^jt 
.(jr-V ur^ J y jJ^V^ oj^-^i O^j J^jil ^ ^ j .SjUdl oift 

.cJ JuVl ^ Jjj^iU tJjydlj 5iliu-Vl IAS JJ J ^kj JjLJI _yj 

(12) E - Marketing c^jJZJW 5-12 

Marketing Through Internet cJJS)M ^ 

The Nature and Definition of E - ^jJJSJ Jj^xtLU 1 3 , * u U 

marketing 

^ World Wide Web Jl y^Jl ^r^' l> £? ^ ^ 

oJL* JjLa jjj j_J *| j^jLlj <jW2~^JLi 4_JjU? (jLii^ tCJjuNl 

J^lj^ J ol jji^JJ o! j>Jl yij^j jJStll ^yJ^ oUai-l 

y^JL ji^J! jlU J JjJot M± cJJU^I <$y jcjuj .^jUMj U>-!jJI yJ! 
^^Ip JS^h y;U >ca Sjbl ^ otf ^tJl S[ ciiyj.1j gd! ^ Ji3 
o^_5o j_5 Ju lL. .cJ JuVl jy-t> Jjj^jJI yUJ oUj! C-^jj 
v-jJLV j UpU JS\ Jjj-JI J^Jr y ji j y^ J <JjJ&y\ Jej~^ 
ojUdl oNUJi Sjl^-I 5jb)l1 ^ IJL* JS"j ui^^ilj ily^l old! 
^j^u^o ^ 780 jjtf b\ ^U^l cyi ^ .jijJJ J-^^l ^wdij 

ijlaj .cj ^y iju jji cj^y\ a> ^ i ^5 <syji 
^y ^ ^ii ^.i ^lA-pt ibiji ^ j .*syji ,> jejJJ ^jWi y-' 
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JL? J *a\j^\ gLJl j cJJU^I j^l JL^I J) ^1 1* cJJu?l 

UaJjll i-UJl ^IjJI e^ip >^JJI til citf jJUl r Ji^ cJ ^ JbJbj yuan 
^ JwH Ji j oLjcil 0u> f JL2J ^1 ^UJl ,Ut utf J S ^Jtiil ol^JtJJ oN^I 

4jIp jCxj jLJjl Jj^JI j gj jjdl Ot Dot comtfyti'j .*J^)fl ijbjJl 
iiL^lj jjjJaJ J) otf jjjl £ju t^JUl u^Jl y> IJLaj Jb- J 

. Jjoji jij^Jij uuji ijjj-i ji uju^ij aii & j^di (2 

:What is E - Marketing ^^^153 VI ^..r,\\ u 
i-Jj-^Jl iCiJlj JUjJl cJju)fl f |jL^! ^jj 61 

Jij^Jl JL? J IXjl jbj ^1 World Wide web (www) ^1 UUI 

.<JUl£dl 4J^1 SJwiJI Ulkptj U^l 
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1 1 1 — ■ y^c 4-uLD \ 2 jo. i 

S\^A\j JpUJI IM d J* JjJ&)l\ ^is* 

^Jp UL> .I yJlj ^Jl oLU ^ Ju» jS^f ^ JjjS^I Jo~d1 U*p al* 
yUl c^i olStWI s M JLp jS'jJj US' .U ol j^l jL&j j~k? 
^lil ^ jl UU-Uil UJI ^ ^1 ^iiill j ^JU- ^ dJLL^Ii j 

(13) E - Marketing phases ^jjlSLIVI Jj^iUI J^lj-* 

5^ j^jl* I cjjuNi ^ ji^Ji jt j^aJi ^ u 

. 0) Arther Letel lp«^> jL^J>ly 
:^ U*L-t J*. I y l^jt J* Jjj^JJ Arthur ^iy: J^~>j 

.Preparation Phase ^Iap^I <U ^ .1 
.Communication Phase JUi^l <U- ^ .2 
.Transaction Phase J^LJl .3 
.Post - Sales phase ^Jl Jju U <JLp- y> .4 
:Preparation Phase :>1jIp)M Up- (1 

V _U? L^-l^l ^k^j ^1 jl oJL. <>y> ^ i^lfuil oUjj 
c~JjUN! jv-p E - marketing Jlj^i J lf>-^j ^Lpjj f-^W^ 
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; Communication Phase JUiJ*bl! Hey (2 
JUjVI J5L^ j JLjJuJi otf jjUl f jl^j SJU-JLI oJLji j 

p-g^LJ[ <J jl£ j (j^LfL^wJLl 4_4 j i>w>i jj A_Zj^k) j^ApN! 

^_£jc (web site) , (web page) cJ J^Ni ^> yu U J^U ^ £|j.>lij 

COLp>H J ^jj^)>fl JsL-jJI \+LJ- ^Jl oUjUl ^U* dU^JJ 
J^-l Jll ^ OjH^dJ AIDA gijj J^U- ^ tfyJI gjjjtfl j 

.Attention oLJ^II il>- ^> .1 

.Information oj^JI oUjIaII y <JL>- y> 

.Desire Lp SjU} *JU- ^ 

.Action ^ jJLJl lJ yd\ j J^iil ^ .a 

: (14) Transaction phase JjLJI (3 

JJ tit ;d%uitj gjUl j! tfyJI L. JUrtllj J^l ^j 

UjJ^JJ ^lyUL ojl^i ^jLiJi jjuo, ^ ^j J^L ^ jj| ^1 
aL.Sll J-i5J ^Jlj .cJjij)fl iJLaVl oUlkJI «j jJL-L ^iaJI f Ij^I 
Jji (Trust) UlJUadl <HJij>j (privacy) i^l ^Jp fiUMj (Safety) 

Non Monetary LjJLiJ ^JJI j Monetary Transactions ^JL_aJI J^LJI oLL* 
.E - Bank (cLL> cJ Ju^M) _j oyu U ^ Transaction 
:After - Sales Phase ^Jl Jbu Li ib- y (4 
^ Mij-Jl <J^JU aJUI ^pjj jL^I oUo^ *yrj <y JLidl «JLp JUj 

! J^A>- ^ 5ij^-jil 
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.(Chat rooms) XyjA Jo I obu^f jt fobs- o y> .1 

FAQ Frequently Ask Sj^-Sdi tti^l L^U ^ ^j-Jj .3 

:Equestion 

objectives of E - marketing Cu jxijf I ^ Jj^ulDI usIjlaI 

.Uadl jl UaJLJI 5 JjK JI ^ .1 

CD j JL^LI ol j^i j o^l JJU c-JJU)/! ^ \J^J ^></i ^ L4UJ 

Ju* (Dell) ^Ljj r Ji^ j! Ja^jJ US .oUjJ-I oUI 
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. AjJjUU I Suj^j^J ! 
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.LIU IfuSl^j jill 

:SJbJLaL| JLJUI .3 

cj\S yUl 4JU3 J-ou at ^ olS ^Lil oi* Ji- >yrj L)b -/^ J>> >W 

I^-l JL/tfl ^O^JI ^ 4 
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.^1 JUI U[j UJ^ jlj^-t jl>-j; ^ Jl53 OiLbdLI 

oLa >11 ^ ^JLp L&lit JLp Sj^5 f ap j*j :cjUjIA\ &\ • 

.jj^ll oUKj j^JlJlj oLi; ^ ^l* 
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j tut \oLU I Sjl>- y I 



*J>jJ&\ Ju^h VjJ^ 1 SjUdl ^ JjaJI jc-^j .1 
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Electronic Commerce (E-commerce) 

Electronic Marketing (E - marketing) 

Electronic mail (E-mail) 

World Wide Web (www) 

Home Page 

Browser 

Globalization 

Preparatory Phase 

Communication phase 

Transaction Phase 

After - sale phase 

(AIDA) Attention, Information, t j 
Desire , Aetion, 



2 ■ , - * I'm, a. siW 
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